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Introduction to the project 
The American Election has the attention of the entire world every fourth year. 
The various candidates and their campaigns strive to reach as many Americans as 
possible through television, radio, newspapers, posters and much more.  
From the beginning of the 1990‘s, a new medium was added to the list of accessible 
media for an election campaign: The Internet.  
This year, the use of Internet is more comprehensive than ever with the 
invention and launching of the Web 2.0
1
 resources such as MySpace (2004), 
Facebook (2004), YouTube (2005) and pages that give a somewhat similar 
opportunity for international communication, debate and publishing of opinions. By 
using these means, the candidates can communicate directly with the voters with no 
intervention from the press. 
In relation to the American Presidential Election, this creates many new 
possibilities. 175 million people in the United States have access to the Internet at 
home, which is over half the population (Breitbart 2008). Virtually every citizen in 
the U.S has some form of access to the Internet (public library, schools). This means 
that politicians have had to adapt to the medium, especially as its popularity has been 
rising fast since the 2004 election campaign. But it also means that presidential 
candidates of 2008 have a very powerful communication tool at their disposal.  
John McCain and Barack Obama have the opportunity to create attention to 
themselves as candidates and to their campaigns in a relatively simple and 
inexpensive way. But more importantly the Internet is also a low cost and relatively 
low maintenance tool that has the potential to reach millions of voters at their will 
and with which the organizing of voters on a grassroots level -both locally and on a 
national level- has become much easier. 
                                               
1
 Earlier, the first generation of Internet was more a sender – receiver relationship, like TV. Today it is possible for the 
receiver to become the producer of his own message for example on YouTube. Further examples of web 2.0 is the 
extensive use of Facebook, myspace and last but not least personal blogs. All these sites are centered around the 
individual as opposed to the company addressing the mass of individuals.   
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The Internet as medium provides opportunities that traditional media are not 
capable of.  But until the 2004 election it has largely been used in campaigns as an 
afterthought. We will argue that this election has changed that completely, and that 
politicians are now finally in the same technical age as the rest of us -which has not 
been the case so far.  
 
1.1 Candidate profiles 
Republican candidate John McCain 
John Sidney McCain III was born on August 29, 1936. In 1955 he entered the 
U.S. Naval academy, from which he graduated in 1958. 
McCain fought in the Vietnam War, which began in 1964, in 1967 he was badly 
injured in combat and got captured and was held as prisoner of war until 1973, where 
he was released to the U.S when the war ended. He retired from the navy in 1981 and 
entered politics in Arizona (McCain/Palin, 2008). 
In 1982 McCain was elected as congressman to the U.S. House of Representatives, 
and later he was elected as senator to the U.S. Senate, which he has served from 
1986-2008. 
McCain also ran for the Republican nomination for president in 2000, but lost to 
George W. Bush. In 2008 he gained enough delegates to become the Republican 
Party‘s presumptive presidential nominee and along with his running-mate Sarah 
Palin, he was formally nominated as candidate in September 2008 (United States 
Senate 1, 2008). 
McCain‘s campaign slogan is ―Country first‖, which shows us something about 
his ideals as a politician. He ―deeply values duty, honour and service of country‖ 
(McCain/Palin, 2008). McCain verify his beliefs and patriotism by referring to age 
and experience.  
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As member of the Republican Party he is conservative, valuing tradition and 
family. 
 
Democratic candidate Barack Obama 
Barack Obama was born on August 4, 1961 in Honolulu. Obama is the son of a 
Kenyan father and an American mother. He grew up at his grandparents house in 
Hawaii.  
He graduated from high school in 1979 and then went on studying at the 
Occidental College in Los Angeles before transferring to Columbia University where 
he majored in political science with a specialisation in international relations.  
After graduation, Obama moved to Chicago where he worked from 1985-1988 as a 
community organiser in the poorest areas of the city. In 1988, Obama entered 
Harvard Law School where he became the first elected black president of the Harvard 
Law Review, and later graduated with a Juries Doctor Magna Cum Laude in 1991. 
He married his wife Michelle, a graduate of Princeton in 1992, with whom he has two 
children, Malia and Sasha (Obama/Biden, 2008).  
Obama was first elected into the Illinois State Senate as a Democrat in 1996 and 
re-elected in 1998 and 2002. He became a US senator in 2005. On February 10, 2007 
Obama was announced nominee for Democratic Party running for President of the 
United States (United States Senate 2, 2008). He chose Joe Biden as his running 
mate. On the 4
th
 of November Obama was elected President-elect (Obama/Biden, 
2008). 
 
1.2 Motivation 
The president of the United States is considered the most powerful man in the 
world. At the beginning of this project the eyes of the entire world were fixed upon 
the American presidential election. This election is more significant than recent ones, 
because the two democratic candidate‘s road to the Election Day has been interesting, 
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especially the struggle between Barack Obama and Hilary Clinton. Having the 
possibility of becoming the first female or black president, either one of them would 
make history. Barack Obama won that struggle and was facing John McCain – the all 
American ―Maverick‖. The differences between those two were also significant; 
younger, black man with almost no experience vs. older, white man with a lot of 
experience.  
Our focus on Internet communication within the election was established early 
in the process, as talk of ―Obamania‖ and Obama‘s Internet revolution caught our 
attention. With the new Web 2.0 resources the Internet has expanded, and is today a 
major factor in the campaign. We are interested in investigating how the presidential 
candidates make use of the Internet, and how they maximize the utility of ICT
2
.  
 
1.3 Cardinal Question 
We will provide a comparative analysis of John McCain and Barack Obama‘s 
personal websites, www.johnmccain.com and www.barackobama.com, as well as 
provide a historical overview of the contemporary American presidential campaign, 
in order to establish how the Internet has changed the way political communication in 
the U.S is conducted today. Our cardinal question is: 
 
- How have the candidates used their websites to communicate with the electorate, 
and what problems occur when campaigns shift the focus from political content to 
self-promotion, fundraising and mobilisation, in order to win the election? 
 
Sub-questions 
- How do the candidates create a certain image of themselves through self-promotion 
and visual rhetoric? 
                                               
2
 Information and Communication Technology 
9 
 
 
- How are mobilization and fundraising implemented on the candidates‘ websites and 
what further development of these concepts has the Internet facilitated?  
 
- What are the differences between John McCain‘s and Barack Obama‘s websites in 
relation to mobilization, fundraising and self-promotion –do they communicate 
differently? 
 
1.4 Dimensions 
Text and sign 
This project is predominantly a communication project. We examine how the 
presidential candidates have communicated through their respective websites in order 
to establish how classic ways of political communication are being implemented on 
websites in the modern campaign and in which ways this affects the addressee. The 
Internet merges numerous forms of communication into one vast media-form 
incorporating both text, images, video and sound. The description of text and sign 
says that the dimension is based on a broad concept of text and thus also covers other 
‗text‘ types. In order to establish how the candidate‘s best reach their voters through 
visual communication, and which tactics and effects are used here we will implement 
various semiotic theories central to the dimension of text and sign, as well as provide 
an analysis from a theoretic point of view that has its departure in the tradition of 
political communication. 
 
1.5 Methodology  
Analytical accession 
The project is a theoretical-analytical project, where we will employ the theories 
accounted for in the theoretical passage for analysis of themes raised in our cardinal- 
and sub-questions.    
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Our empirical point of origin is the two candidates‘ websites, 
www.Barackobama.com and www.Johnmccain.com, from October 4
th
 2008. At this 
point in the campaign the websites were at their highest regarding promotion, 
mobilization and fundraising because the election was only a month away. Screen 
captures of the Obama and McCain websites produced on that date can be found in 
the appendix. 
In the light of this empirical foundation we have chosen to make a visual 
analysis of the two websites and apply political communication theory in order to 
answer our cardinal- and sub-questions.  
The analysis begins with an examination of how the two websites are 
constructed visually and how they function in a communicative perspective. We will 
use Thorlacius‘ model based on Roman Jakobson‘s linguistic model. Thorlacius‘ 
model is a further developed version, which takes into account the usage of visual 
communication on websites. The model‘s communication factor and communication 
functions constitute these elements in our analysis strategy in order to describe and 
analyse the two websites.   
Subsequently, we will apply Tuman‘s theory for our analysis of political 
communication in a historical perspective as well as within the areas self-promotion, 
mobilization and fundraising.   
On the basis of the analysis of the individual themes we will subsequently 
discuss these themes in relation to the two candidates‘ websites and put these into a 
political communication perspective in other countries, particularly Denmark.  
 
 
 
1.6 Delimitation 
Mediated political communication is a broad field of study and we cannot cover 
all aspects of it in this first project. We have decided to focus on the Internet, 
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specifically on the candidates‘ official websites and base our analysis solely on the 
two candidates‘ websites as of Oct. 4th 2008. By doing this we are not studying the 
election related political communication through other media including newspapers, 
TV, Facebook and MySpace. Furthermore, we will not be venturing into the specific 
political messages of the two candidates. 
We have chosen not to cover the ―History and Culture‖ –dimension, but we will 
to a limited degree apply historical content in order to provide a contextual aspect to 
the use of Internet in elections today. 
We have not done any empirical analysis on the reception of the websites in 
persons, because such an analysis should preferably be conducted in the U.S, and for 
obvious economic reason it has not been possible to do such a study in the U.S. An 
analysis of Danish people‘s reception would have been possible but also coloured by 
Danish perception of U.S politics, and seen as the websites are solely targeted at U.S 
citizens this would not amount to empirical data that would be applicable in this 
project. 
As we are not qualified to examine the technical programming of the websites, 
we have also delimited ourselves to the visual results.  
 
1.6 Introduction to applied theories  
We have chosen to use theories from two different fields, political and visual 
communication. However similar these two subjects sound the methods and theories 
these two encompass differ. Visual communication concerns itself with the analysis 
and dissection of websites and semiotic signs in order to learn the different functions 
that are used on a website and put them in a broader context. Political communication 
theory differs from visual communication in the sense that it describes the processes 
with which politicians communicate with and to the electorate through the use of 
media.  
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Why we chose these theories 
We have chosen Thorlacius‘ Communication Model in order to have a method 
which we can apply to break down and analyse the two websites and how the 
functions on the sites interact and work on the addressee. We chose Tuman among 
other political communication theorists, in order to relate these functions to the actual 
acts of political communication, therefore we needed theories on persuasion, rhetoric 
and how these are supposed to affect the addressee. 
 
Lisbeth Thorlacius’ model 
In order to analyse the websites, the content, structure and the elements 
employed, we have chosen to use Thorlacius‘ model of ―Visual Communication on 
Websites‖. This theory has been a central tool in the progress of analysing the 
websites and establishing the various functions on the sites. However the model of 
Visual Communication on Websites is not interesting in itself, it becomes useful 
however when one uses it in context with other theories of communication. It is not 
the goal of this project to provide an analysis that follows the model completely; 
however we have chosen to provide a lengthy representation of it because it is central 
in the sense that it provides the ground structure for our analysis and the 
establishment of the functions on websites.  
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The Actual addresser 
Examination of addressers intentions. 
The actual addresser communicates a message via the media, in this case the 
website, to the addressee. Certain knowledge about the actual addresser demands an 
empirical study (Thorlacius, 2002:53). Given that we do not have any possibility to 
talk to the candidates or the parties, we have chosen not to elaborate on this. 
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The implicit addresser 
The expressive and the emotive functions  
The implicit addresser is visible in the product, whether this is a conscious or a 
non-conscious tactic.  
It is shown in the layout, the language, and the symbols/semantics. Thorlacius divides 
this function into 4 different functions. 
1) The expressive functions: Is the addressers emotions and opinions, conscious or 
non-conscious. 
This is a function that we cannot go into dept with, since these are emotions that do 
not concern the addressee, but only the addresser.  
2) The first emotive function: Is the emotive expression which incorporates the 
feelings that the addresser is in possession of and that the addresser produces in the 
addressee. 
 3) The second emotive function: Is expressed when the addresser wishes to produce 
feelings and opinions in the addressee which the addresser is not necessarily in 
possession of. 
 4) The third emotive function:  Can manifest itself in the feelings and opinions that 
are produced in the addressee that were not necessarily intended by the addresser.  
(Thorlacius, 2002:58) 
 
Product 
The formal and the Inexpressible aesthetic function.  
The product is according to Thorlacius both the content and the expression - the 
design of the website. 
The formal aesthetic function is the aesthetic of what we know, what we have already 
experienced before, this is a feeling that can be described, since it is already known. 
(Thorlacius, 2002:103) 
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The inexpressible aesthetic function is as it says inexpressible; it is the aesthetic 
experience between the known and the unknown. There is no previous recognition of 
the feeling and thus it cannot be described. Thorlacius uses Barthes‘ Punctum to 
describe the inexpressible aesthetic function as ―recognizing something that you have 
not experienced before‖. (Thorlacius, 2002:126)   
 
The addressee  
The addressee and the target group are not always the same. It is however, likely 
that they are. Sometimes the message is for the addressee, who then will pass on the 
message to the target group. Thorlacius has chosen to use the term addressee to cover 
both target group and addressee (Thorlacius, 2002:71).  
 
The implicit addressee 
The conative and the interactive functions   
It appears in the product who the implicit addressee is -who the addresser wants 
to communicate with (Thorlacius, 2002:71). On the websites this is seen in several 
options where one, amongst other things, has the possibility to choose a different 
version of the website based on whether you are a supporter or in doubt. 
In an analysis one looks for everything that has some sort of conative or interactive 
function that will or hopes to affect the addressee‘s opinions or actions (Thorlacius, 
2002:72). The conative functions on the website are for instance when one signs up 
for a ―News mail‖ or follows a link, as mentioned. The interactive part is that the 
addressee has the possibility to decide how to use the websites, going randomly from 
link to link, or shortcut to shortcut, and not having to follow a straight line, like when 
you read a book.  
Thorlacius mentions 5 ways of communication on websites, whereof only four are 
interactive and will be mentioned here. 1) The conversational interactive function – is 
a two-way-communication for instance a blog, chat or email function. 2) The 
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consulting interactive function – is an exchange of information between the addressee 
and the webpage, where the addressee receives some sort of standard consultation 
and information. 3) The transactive interactive function – is when the addresser 
purchases some information or a product via the webpage, like a T-shirt with a 
supporting image or punch-line. 4) The registration interactive function – is a 
function that is of great use on websites, were the amount of users and what they are 
looking for is registered and used to improve or adjust the webpage to the users. 
(Thorlacius, 2002:83-90).  
 
The actual addressee 
Examination of the cognitive, the conative and the emotional reception. 
The analysis of the actual addressee will show how the reception of the implicit 
addressee was. The Addresser had some intentions, but have they been fulfilled? Has 
the addresser succeeded in passing on emotions and opinions to the addressee? This 
can be hard to know without doing any empirical work. In this project it is impossible 
to do such empirical work, since the target group is the entire population of America. 
We can however use some of the polls that have been made by others, and maybe 
also the result of the election on the 4
th
 of November. But this is not a part of the 
model that we will go into depth with. 
The cognitive reception is how we use our intellect and perception to get some 
understanding or further knowledge of the visual product. Images supported by 
writing can often give another perception then an image alone.  
An examination of the conative reception will show how well the addresser has 
succeeded in transferring his/her goals and interests to the addressee, and maybe even 
have activated them in some sense to promote the message. In this case the question 
would be whether the candidates succeeded in getting voters that would not have 
voted or even gained some of their opponent‘s voters. 
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The emotional reception of the addressee shows what kind of emotions or feelings 
have been awoken in the addressee, do to images on the websites.  
  
Context 
The referencing and intertextual function.  
The context is the way something is connected to something else. 
Thorlacius interprets Keld Gall Jørgensen‘s theory about referential texts into her 
visual theory. According to him referential texts are texts that refer to known facts or 
objects in the real world. According to Thorlacius, the referential function is 
important on websites given that we have to be able to relate to the site and it has to 
be easy to navigate for everyone.  
Thorlacius also argues that text is a much easier or safer way to use reference since 
they are arbitrary and have a low degree of interpretation, whereas pictures and 
symbols can be interpreted in many ways.  
The intertextual function is when an image or a text refers to some other context. On 
a website the intertextuality can also be seen as the possibility to surf between a large 
amount of information and links that only have a random connection.    
 
Medium 
The phatic and navigating function.  
A phatic form of communication is according to Thorlacius ‖… a maintaining of 
the contact without exchanging information. A Christmas card where it says:‖Merry 
Christmas and a happy new year‖, is an example of a phatic text (Thorlacius, 
2002:166 – own translation).   
Thorlacius describes how this is used in branding and Corporate Design in layout, 
design, logos and slogans where visual recognition is important.    
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The navigating functions make it easy for the addressee to navigate on the website. 
The menus where you can click on a main subject and then move on to a sub-subject 
are navigating functions.   
 
Code  
The meta-communicative and inter-semiotic function. 
The code is a number of random signs that in connection with one another give a 
new meaning. Optimally the addresser and the addressee will interpret the code in the 
same way. 
The meta-communicative function that Thorlacius talks about has several levels; one 
is if one language is translated directly into another, like on the webpage‘s that have a 
Spanish version option. It might also be a picture that has one meaning shown in a 
family album but a hole other in a newspaper ad.  
The inter-semiotic function is where a picture and a text, music and more pictures are 
connected to enforce the code (Thorlacius, 2002:190). This is seen in some of the 
moving commercials on the candidates‘ websites.   
 
1.8 The U.S. election system – short introduction 
In order to look into how and why the campaigning of the U.S presidential 
election is interesting in regards to online interaction, political communication with 
the masses, and strategy it is important to have some basic amount of knowledge on 
how the American election system works. A short introduction is therefore needed. 
Before the official campaign the potential candidate usually makes ―an 
exploratory committee to test the waters and raise money‖ (BBC News 2, 2007), to 
see if he actually has a chance on doing well in the election. Also just raising the 
money for the campaign is quite an expensive affair – ―Most experts agree that a 
minimum of $20 million to $30 million is required just to build an organisation and 
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be viewed as a legitimate candidate‖ (Ragone, 2004: 218). If everything turns out as 
planned, then the candidate formally announces their run for candidacy. 
Winning the nomination of one‘s own party is the first step of the actual 
election, which begins in January and ends in June before the final election that 
proceeds during the following fall. A main candidate in each party needs to be chosen 
as there are more than one person competing for the candidacy from each party. The 
outcome is decided by which candidate gets the most delegates in total of all the 50 
states. How the states choose the candidate they want to support is a slightly more 
complicated procedure as there are two different ways of selection; called primary 
and caucus. The most common one is primary, where the voters vote directly for the 
candidates. In caucus the election is more indirect as ―they select delegates to attend 
the nominating convention‖. (Ragone, 2004:221) 
Around the beginning of September the national party convention is held, where 
the main candidate of each party, respectively The Republican Party and The 
Democratic Party, is formally announced as running for presidency.    
At this point, the attention of the elected candidates will focus on their campaigns and 
both parties will put a lot of effort to win over votes in the so called swing states or 
battleground states. Since swing states decide who will come out as a winner in an 
election, these undecided states get the most attention from the running candidates. 
(Ragone, 2004: 228-229)  This is because the system constructed such that the voters 
do not directly vote for a candidate but for electors that are pledged to either of the 
candidates (Ibid). 
Once people vote, all the votes within their state are counted and whoever wins 
the majority gains all the electoral votes. The number of electoral votes is based on 
the population of the state (i.e. California has 55, compared to Wyoming‘s 3, due to 
the difference in population). If the candidate manages to win the state, he/she gets 
ALL the electoral votes (Ibid).  
The total number of electoral votes is 538 – these make up the Electoral College.  
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The popular vote is what people have actually voted for, the electoral vote the 
number of electors who will vote for the president in the Electoral College meeting 
within their state. The meeting of the Electoral College always takes place on the first 
Monday after the second Wednesday in December – in 2008, this falls on December 
15. (Ibid) Afterwards, the results are sent to congress and on January 6, the electoral 
votes are collected to check if a candidate has received more than 270 votes (BBC 
News 3). The result is not official until this has happened. If no majority can be found 
for either candidate, the election for president is left up to the Congress (Ibid). 
 
2.1 Theory – self-promotion 
 
2.2 Media and political communication 
Candidates market themselves to the voters in order to persuade the voters to 
vote for them. In that process the media are essential. Earlier on the exposure factor 
has been very important, the expression: ―any publicity is good publicity‖, is the clue 
here. As Kaid quotes Bernard Cohen; ―The press may not be successful in telling 
people what to think, but it is stunningly successful in telling them what to think 
about.‖(Ed. Kaid, 2004, p.10).  
The Internet however gives people an opportunity to choose themselves what 
they want to see, when and why. Internet users are not restricted in what sort of input 
they get from the media, but can freely use their favourite webpages as well as the 
opponent‘s webpage and the many blogs and other similar sites. In that regard some 
say that the Internet is making the elections or at least the campaigning more 
democratic (Vaccari 2008: 648). Of course politicians have always had the possibility 
to buy themselves air time and one might argue that TV or radio advertisement would 
fill out the same role as the Internet, since both are one-sided and have the purpose of 
promotion. The great difference lies in the free choice of logging on whenever one 
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wants and randomly search the webpages, whereas TV ads only are on when they are 
on, and you might involuntarily be exposed to the opponent‘s advertisements.  
On the web the addresser can control its own message, without any restrictions.   
At the same time one can argue that the total press intervention freedom, can lead to 
manipulation of the voters since they only hear one side of the story. Whereas, 
journalists have the possibility to research a political issue or statement and put it into 
context, and then present it to the voter more or less objectively. 
Political communication on the Internet is described as a form of post-modern 
media. Although it is relative novelty of the medium the Internet has been effectively 
used since 2000, and it has been predicted to play an even more massive role in the 
future of political communication (Vaccari 2008: 648). Even today we can see how a 
qualified use of the Internet and the possibilities voter participations have can change 
the course of a campaign. Polakow-Suransky (2008) has the opinion that Obama‘s 
way of using the Internet has contributed massively to his success. 
Campaigns do not expect the Internet to draw the disaffected voters, but are 
mainly to engage and encourage further the once who already have an interest. 
Therefore the webpages are designed to a sympathetic and neutral audience. (Bimber, 
2003: 47) 
 
2.3 Agenda setting 
As mentioned the media rarely influence the individuals choices, but are good at 
drawing people‘s attention to issues. However the media is good at telling people 
what to think about (Kaid, 2004: 11-12). The subjects taken up by the media will 
often be the ones that people rate as more important. The more they hear about it the 
more important it is in the public opinion. The public opinion will influence the 
politicians who need to remain popular in the minds of their voters.    
 
Media agenda => Public agenda => Policy agenda (ed Kaid, 2004:10-11) 
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Politicians in newer history have therefore been forced to care about how and 
what the media choose to report. This is also why the media often is accused of 
having the greatest power -the power of agenda setting. The agenda set by journalists 
have been broadcasted under the influence of the Journalistic Code of Ethics, which 
ensures that the journalists have been self-censuring so that only the relevant and 
reliable sources and stories have been published (SPJ, 2008).   
This power has earlier been the unique privilege of journalists who decided what 
to air and print. Today the politicians via the Internet have gained the opportunity to 
set an agenda themselves.  
Today the politicians have the possibility to turn around the line of agenda 
setting, so that the political agenda comes first and both the public and media can 
respond to it equally. This makes the agenda completely subjective and might have a 
manipulative purpose.  
So as we have seen effective use of mass media is a key factor to winning an 
election, and as we have seen the budget decides how much and often how well the 
media is used to the candidates advantage.  We will therefore provide a brief history 
of the various media that are used in political communication in order to provide a 
contextual overview. 
The oldest means of political communication are newspapers which first 
emerged during the American Revolution. There were independent newspapers as 
well as partisan newspapers that were financially supported by their parties. The latter 
focused almost exclusively on reaching the audience that already supported the party 
and not the general public. Mass printing of newspapers was ushered in during the 
beginning of the 1800‘s by the coming of the steam-powered printing press (Ragone 
2004, p 204-5). From that point onwards most of the public were able to afford 
newspapers, and according to Ragone (2004; 205) by 1900, the:  ―newspaper 
circulation grew from 3 million to 15 million –a 600 percent increase‖. 
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So what was published about politics quickly reached large masses of people and 
newspaper editors had big influence with the ――politicians, business leaders, and the 
public‖‖ (Ragone 2004; 205). The print media is of course still an active player in the 
political communication process today.          
The next big inventions with a significant impact on political communication are 
the broadcast media. The first invention was the radio which achieved huge 
popularity very quickly. Thus within a period of 20 years 80 percent of the American 
population owned radios and they became the primary source of news for citizens 
(Ragone 2004; 206). With the availability of television in the 1930‘s came a whole 
new source of mass communication. The popularity of television was brought forth 
by large events such as the Watergate scandal and the landing on the moon. 
Television is still the most influential medium for politicians today. On TV the 
candidates can reach the largest amount of people by appearing in carefully staged 
debates between the candidates and vice president candidates as well as numerous 
other things such as morning shows and popular talk shows, and of course the last 
and most important: the TV news.  The majority of Americans get their political 
information from television (Tuman 2008; 34), so it is all-important how well a 
campaign has managed to communicate with the free media whose reports and 
representations of what has happened are then broadcasted to the nation or written 
about in the newspapers. 
The latest medium is the Internet. Originally meant to serve as a means of 
securing communication in case of nuclear warfare during the cold war, the Internet 
was created during the mid 80‘s. At that time nobody could dream of the impact it 
would have on society. But as we know, the impact has been huge, and with over half 
of the U.S population having access to the Internet at home and 83 percent in 
Denmark as of 2006 (Danmarks Statistik, 2008). Furthermore in the U.S: ―…the 
percentage of people who went online for political communication increased from 18 
percent to 29 percent and those who named the Internet as their primary source of 
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political communication increased from 11 percent to 18 percent (Vaccari 2008; 
648)‖.  
And these numbers have climbed steeply since 2004. So it would be unwise for 
politicians to ignore the Internet as a means of reaching out to the electorate. The 
Internet provides on-demand access to information 24 hours a day. Virtually every 
person with a stance on a subject can publish their thoughts on the Internet. The only 
way to provide instant access alternatives to the political information that is posted 
constantly on the Internet is if the campaign itself maintains an update website.  
The first real use of the Internet in campaigning was thus in 1996 when ―Senator 
Bob Dole made campaign history when he announced his web site during a debate 
with President Clinton‖ (Bibby 2003; 287.) by 1998 ―almost every candidate for 
major office and many local candidates as well maintained a web site‖ (Ibid.) One 
could say that the Internet has merged all the traditional media into one vast platform 
of possibilities where it is possible to stream videos and sound, as well as have access 
to the more traditional political informational content such as text with information 
on the candidate, as well as interactive functions on the site such as chats, e-mail, and 
last but not least on-line donations and interactive recruiting functions. An important 
feature of the Internet for the candidates is that the campaign team is totally in charge 
of the communication process; they do not have to attempt to spin the independent 
media as is the case with traditional media –they do not have to be afraid that the 
message they would like to present has somehow been victim of opinion journalism 
or that they have been quoted out of context. 
In order to give an account of how the Internet is used and has changed the way 
in which politicians and political parties communicate to and with their voters, it is 
necessary to provide a brief overview of how the U.S presidential campaign 
traditionally has been conducted. This account will be given primarily from the 
contextual view of political mass communication. However, it is also essential to 
have a general understanding of the processes in a U.S presidential campaign if one 
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wants to analyse and understand how the Internet is being used as a tool in the 
modern campaign.  
In contrast to most European political systems the contemporary American 
presidential campaign process, as in Europe makes heavy use of the mass media but 
is largely centred on the two presidential candidates (Bibby, 2003: 233) as opposed to 
Parties. The traditional means of reaching out to voters are television, the printed 
press, radio, campaign tours of the U.S, and events including town hall debates and 
speeches. These TV shows, as well as other widely broadcasted appearances (Ragone 
2004, p.212) such as the recent town hall debates between McCain and Obama are 
very important to win over the middle-voters, who are in doubt. 
A campaign is critical to the outcome of an election because 43% of the 
electorate tends to decide who to vote for after the respective Parties nominate the 
candidate and thereby during the general election campaign (National Election 
Studies 2000: Bibby 2003:283). Meanwhile, all in all 44 percent have decided from 
the beginning (Ibid). 
Presidential campaigns are large processes that require extremely careful and 
professional planning which usually start a long time before the actual campaigning 
begins, e.g. Obama started more than two years ago. They are expensive to finance 
and therefore it is very important for the candidate to have a big organization of 
campaigners, media professionals, volunteers, contributors, journalists etc. (Ragone 
2004: 218) whereas in earlier days the campaign staff was mainly volunteers who 
would make an effort because they too believed in and could identify with what ever 
ideology this politician was trying to promote. Campaigns are heavily centered on the 
candidate as opposed to the Party, and the candidate and his team must raise money 
for his own campaign process, not the parties. Thus, the planning of campaigns starts 
years ahead of the actual campaigning. In the early beginnings of a campaign the 
candidate and his team are primarily focused on fundraising and hiring the best 
professionals to support the campaign. 
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There are of course many important factors in running a campaign but 
‗…without money, the basics of a campaign are impossible to obtain‘ (Bibby 2003: 
245). The amount of money spend on campaigning is extremely important in 
affecting the result of a campaign, because one can reach as many voters, and maybe 
activate some of the non-voters to vote, although it is not always said that the 
candidates that spend the most also win, however ―the level of campaign spending is 
related to the candidates‘ chances of winning and the closeness of the contest‖ (Bibby 
2003: 246). The funds a campaign has been able to raise pay for campaign 
consultants, media consultants, and expensive television advertisements, and not least 
campaign headquarters and management. A good example would be the current 
campaign where Obama at the 19
th
 of October had raised 605 million US dollar while 
McCain, who had restricted himself by accepting governmental support funds, had a 
maximum at 89 million dollars at his disposal (BBC News 1, 2008). This fact of 
course enables Barack Obama to finance more television ads, hire better consultants 
and so on.  
In the beginning focus groups are used in order to check how the population will 
react to different messages, this is of course all done by different political consultants. 
Generally throughout the whole campaign focus groups and polls are used heavily in 
order to see how different age groups, gender groups, local groups, states etc. react to 
the messages sent. In the modern campaign it is possible to make extremely accurate 
polls and foresights on what kind of message or ad should be send out to whom at 
what time and in which state. This information is bought from data mining companies 
whose primary customers are in one way or the other engaged in the political scene. 
These companies get their data on American citizens through various methods –
among them credit card companies— this means that they can deliver precise voter 
information and construct focus groups that almost perfectly match the specific 
demographic that interests the politicians (Howard 2003: 543). This tells us 
something about how precise a campaign is able to plan who receives the 
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communication it wants to send out, in other words it has become a lot easier for the 
candidates to manipulate their messages and deploy the correct imagery and rhetoric 
in media and speeches in order to win voters (ed. Negrine and Standyer, pp 124-127, 
2007).  
Today‘s targeting is micro-targeting. That means that the strategy is to get as 
many voters as possible. The way to do that is to make every voter feel like the party 
or the politician will do something good for that exact voter. A micro-targeting 
strategy‘s sole purpose is to get as many voters as possible, and it is quite efficient. 
The main asset of micro-targeting is that you find or buy information about the very 
large group of non-voters in USA and target after specific minor groups for instance 
the single moms. This means that you activate some people who have not been active 
in elections earlier. To use another way of expressing it, time has changed politics 
from mass-group-party to microgroup-party (Negrine and Standyer, 2007: 124-127; 
Westen 2007: 214-16). 
It is interesting that traditionally the less people that were registered to vote the 
better for the Republicans and vice versa (Polakow-Suransky, 2008).This is because 
minority voters tend to be Democratic. So a lot of effort, especially from the 
democratic side, goes toward reducing voter-apathy.  
When the initial fundraising phase is finished the real race begins. A very 
important thing is to create a campaign message, or overall theme; what Tuman 
(2008:40) calls ―...the all-encompassing, pervasive theme or idea that hangs over a 
campaign…like a large, protective umbrella‖ this theme should be ideally be 
expressed through the campaign slogan. So the ―message‖ as we have explained, is 
crucial. Preferably it has to match what the voters want to hear.  
So there are several important factors in a presidential campaign. 
Raising money, hiring good consultants, creating a large community of organised and 
paid professionals as well as volunteers, (also known as grassroots or netroots), 
constructing a fitting image and theme, using the media to their advantage, the last 
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probably being the all-important factor. But of course none of these are mutually 
independent. 
 
2.4 Promoting a presidential image 
Political marketing is like any other type of marketing where the goal is to 
promote a product, or in this case a presidential candidate, to the buyers or voters. 
In order to be the best ―product‖ the candidates most know what their voters want and 
what they need to get from a president.    
The central goal for political marketing/promotion is to tell the voter that they 
should choose one candidate over the other, Kaid (2004: 25) mentions: ―Talk about 
your voters‘ concerns, not your own: Voters do not want to hear about your ideas, 
they want to hear about how your ideas will help them.‖ 
To adapt to the voter the candidates need to constantly reinvent themselves, their 
product and their policy. The message can be adapted or constructed according to the 
addressee of the message, a candidate would emphasise different subjects when 
addressing different groups A research, comparing elections from 1900-1984, shows 
that the voters prefer a message of hope contra a negative, but possible more realistic 
one. In 18 out of 22 elections in that period the candidate who appeared most positive 
and optimistic won the presidency. 
Something that is important for communication and persuasion to succeed is that 
the receivers of the message must like the sender or addresser. In that regard the 
image is crucially important. An image is, in most cases, constructed to make the 
candidate appeal to the voters. In fact most of the money spend on political 
advertising is used to promote the image or degrade the image of the opponent.  
The voter has to find the candidates personality trustworthy, likable, and strong. Also 
things like visual appearance; natural look, clothing, facial expression and so on, play 
an important role in today‘s campaigning. The candidates can with advantage play on 
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their everyday persona, by making it a stereotype (Kaid 2004: 32, McNair 2003: 
103). 
Mere appearance and attitude is however not enough. Voters are not completely 
receptive to anything the politicians try to convince them of. Most voters already 
have an opinion on whether they are Democrats or Republicans, before an election 
campaign starts, and it is hard to make them change their minds. They are however 
receptive to the signals that their favourite candidate sends, so that Democrats will 
find Obama even more likable when they see him with his family and a Republican 
will find McCain dignified when they hear him refer to his war experiences.  
This strategy is efficient because the candidates are good at playing on their voters 
emotions (Brader, 2006:146-153). 
The establishment of an image enforces the character they wish to present in a 
more indirect way, were as the message itself speaks to our intellect, logos, and moral 
-ethos. The image which the candidates use to present themselves by speaks to the 
emotions, pathos, of the receiver. 
 
2.5 Symbols and icons 
To reach their target group the candidates use a variety of symbols or phrases 
that have an implicit meaning to the voters. Symbols are used in the context that the 
most effective advertising is not the one that tells the voter something completely 
new, the most efficient results appear when they are built upon something that is 
already known. Ergo the politicians should not try to force their message of concrete 
politics but ―Rather, the fears, anxieties and deep-rooted desires of a culture should 
be uncovered and tapped into, and then associated with a particular 
candidate.‖(McNair 2003: 104).  
We can distinguish typical symbols like the American flag, stars and stripes, 
soldiers in uniforms, the American landscape and the eagle, which are all symbols 
that appeal to feelings of patriotism.  
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All these symbols are used specifically to evoke emotions in the addressee in the 
variety from hope to fear. An example of using fear is McCain connecting Obama to 
a terrorist. A couple of phrases that are often used without any explanations but 
simply because of the intertextuality is understood; ― ―…law and order,‖ ―forced 
busing,‖ ―partial birth abortions,‖ ―right to choose,‖ ―Watergate,‖ and ―right-wing 
conspiracy‖ are designed to activate associations learned earlier…‖(Kaid 2004: 29). 
 
2.6 Negative attacks 
This paragraph will examine the negative approach to political advertising in the 
modern political election campaign. The theory applied takes its departure in theories 
about television ads. There are two kinds of ads on television, the negative or attack 
ads, and the affirmative. Affirmative ads do not criticise the opponent, they merely 
state ―vote for me because I can do x, y and z for you!‖ (Tuman 2008: 234). 
All campaign advertisements, whether they are implemented on the Internet, 
radio, newspapers, television, or billboards somehow attempt to establish or maintain 
a bond of trust between the candidate and the voter. However there is also a negative 
kind of advertising that if used effectively ―...impact negatively on the intended target 
of the message: the opponent‖ (Kendall 1995, p. 180). According to Tuman (Ibid.) 
negative attack ads have become increasingly dominant since the late 1980‘s. And 
there are good reasons for that. It is easier to make negative attack ads than 
affirmative ones, if you can make the voters believe that your opponent is somehow 
personally inept to be the president, then that is easier than convincing voters that 
your own political vision is the one they should vote for. One could summon up the 
core idea of negative attack ads in the sentence ―vote for me because the other guy is 
worse‖ (Ibid.). 
Generally negative attack ads are effective in creating a negative image of the 
opponent in the voter (Kendall 1995: 185), however there is also a possibility for 
backlash, which means that the attitudes of the voter become negative toward the 
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sender of the ad and can ―invite condemnation and ridicule for a candidate...‖ (Tuman 
2008: 237). This affect of backlash is more possible with direct personal attacks that 
include negative imagery, for example a McCain (McCain 2008) ad that shows 
contrasting images of Obama and Jesus and thereby puts him on a pedestal, mocking 
his fame and in the end saying ―Barack Obama may be the one, but is he ready to 
lead‖. This is a personal attack as opposed to the affirmative ad that makes an implied 
comparison, this is the sort that is less likely to create a backlash, because it states 
that ‗I will do this and my opponent will do that, but my version is better‘ thereby 
allowing users to make up their own minds (Kendall 1995, p. 181).  
So the negative attack is efficient and easier to implement than an affirmative ad 
especially as a last resort, if a candidate is behind in the race.   
 
2.7 Rhetoric 
Already in ancient Greece there have been disagreements; was rhetoric to play 
on emotions and enchant the audience or were arguments to be based on proof and 
appeal to the rationality of the audience? This is an ongoing issue even today in 
political discussion. 
Aristotle meant that Rhetoric was a way of observing the different means of 
persuasion and mentioned three types of arguments, logos -rationality, ethos -
credibility and pathos -emotions. Later the Roman philosopher Cicero described 
rhetoric in political argumentations as seemingly valid and strong arguments, how 
were they presented, the style, expressions and the delivery of a speech or argument 
(Kaid 2004: 137-8). 
Logos is the rationality, the reasons and the logical arguments. Ethos is the credibility 
and reliability of the character. And pathos is the feelings such as sympathy and 
familiarity. (Koldbye, 2008)   
Rhetoric today is often grasped as the argument in itself, the premises and the 
way of saying things to make it sound most persuasive. As Longman‘s Dictionary of 
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Contemporary English(2004) defines ―rhetoric‖ as: ―1 language that is used to 
persuade or influence people, especially language that sounds impressive but is not 
actually sincere or useful(…) 2 the art of speaking or writing to persuade or influence 
people‖. 
Language is not just the words and the tone with which it is presented, it is also 
the entire context of the argument, the visual affect, and effect of the speaker, as well 
as it can be a written text or a webpage with a combination of slogans, speeches, 
images and so forth.  Political rhetoric is targeted with the use of ethos, pathos and 
logos. 
Pathos is when the candidate is trying to appeal to the emotions of the website 
visitors. Ethos is the candidates attempt to appear credible by for example positioning 
himself with a picture of an older more experienced an esteemed politician. 
Logos is the different ways in which the candidates appeals to a sense of rationality 
and logic simply by information or rational argumentation, or even just the illusion of 
logic.  
Foss argues that in order for an image to have a rhetorical value, or function as a 
communicative artefact there are three markers that must be present; the image must 
be symbolic, must involve human intervention and must be targeted at an audience 
with the purpose of communicating to or with the audience. (Smith et al 2005: 144) 
The symbolic is the connotation of an image what is beyond the denotation of the 
image. 
The human intervention in an image is creating it, that being a painting, photo or 
an animated image. The image then has a certain influence on the addressee, but the 
rhetorical value of the image only appears when it is actually shown to the addressee 
(Smith et al, 2005: 144). 
 
Colours often send an immediate signal that appeal to emotions as well as 
political attitude. Black and grey are likely to be used in scaring campaigns, to 
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provoke emotions like insecurity and fear. Bright colours often, as well as their visual 
stimulating effect, appeal to enthusiasm and pride. Humans in pictures also appeal to 
emotions, especially faces. Images featuring more than a group of humans are more 
likely to appeal to positive emotions like hope, joy and enthusiasm. On the other 
hand, images void of humans or with only one or few, are more likely to appeal to 
negative emotions like sadness and decay. (McNair 2003: 106, Brader 2006: 8). 
Both candidates frequently make use of slogans, as a means to support their message. 
On every billboard or television ad, a visual image is always supported by text or a 
slogan. In an important political campaign as this one the choice of slogan is very 
well thought through. The slogan should reflect the overall message of the candidate 
as well as incite interest. A good or bad slogan can make a difference to how the 
public remembers you. (Kiley, 2008: 1) 
The slogans are often short and very easily understandable linguistically, 
however what is interesting is their rhetoric. The slogans work by associations, or as 
described in the Thorlacius (2004) model, as reference functions. The slogans are 
understood based on acquainted knowledge about the candidate and politics or the 
emotions the addressee has upon seeing the slogans that are based on personal 
experience.  
On the first level, the slogans give us information about the candidates and their 
politics but to understand this level one must have some inside knowledge on those 
issues. 
 
2.8 Religious rhetoric 
In America church is separated from the state, but the country still has a deeply 
rooted religious tradition. Speeches by presidents such as John F. Kennedy had strong 
religious aspects, but also carefully pointed out that religion would not interfere with 
his decision making (Westen, 2007:387-391). 
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Today, religion has become very important for candidates as separation has 
become more fluid. Almost every speech made by candidates finish by a comment of 
the sort ―God bless America‖ or ―God Bless you‖. It has become important to 
publicly state ones religious faith.  
The Republican Party has had monopoly on religious faith for the last years. 
George Bush, a born again Christian, has made Christianity an important basis for his 
decisions as did Ronald Reagan who considered the Christian religion as the ―moral 
foundation‖ of his decision making. For a long time, the Republican Party has 
succeeded in making people associate their party with faith and moral righteousness. 
On the other hand, the Democrats subsequently have been stigmatised as the 
―godless‖ party, by lobbyist Republicans (Westen 2007: 389). 
 
The French philosopher Emile Durkheim said that we move between the world of the 
profane and the world of the sacred. The world of the profane is the world in which 
we live our everyday lives, the material and egocentric world.  The world of the 
sacred is the moral, transcendent and spiritual world. The sacred often has rituals 
attached to it that could be profane in other contexts for example styles of language 
Westen (2007) explains also in his book The Political Brain: ―Durkheim noted how 
feelings of the sacred often emerge in rituals that elicit what he called ―collective 
effervescence‖, the feeling of oneness with the larger community that can occur in 
settings as spiritual revival or as secular as a sporting event, with cheering fans 
jumping to their feet and hugging strangers. What these two seemingly disparate 
communal experiences share- the religious revival and the football game- are two 
central elements: a feeling of oneness and unity with something bigger than oneself, 
and a shared sense of community and identification with that community and its 
collective symbols‖. (Westen 2007: 383) This is also something that the candidates 
try to invoke using religious rhetoric. 
 
35 
 
2.9 Analysis – Obama’s webpage 
 
The webpage as a whole works as rhetorical image. The image consists of a 
number of icons; logos, pictures, and text, which again are rhetorical images, nothing 
is accidental.  
In the pictures presented on the webpage three aspects come into play, the 
symbolic, the human intervention and the audience. 
The webpage is made with human intervention. The symbolic value of the webpage 
is great since it tries to sell a product by enforcing some of the values that the 
candidate has and that he wants the audience to adopt. What Thorlacius refers to as 
the 1
st
 and 2
nd
 emotive function. The webpage target is mainly the decided voters, the 
active and engaged ones. 
 
2.10 Image 
Obama‘s webpage is, as mentioned in the description, full of bright colours. 
These along with the many pictures of smiling faces signalise positivism and 
optimism. 
The homogenous look of the webpage gives a peaceful and comfortable design; 
one is not confused by changes in the design throughout the webpage.  
The text around the webpage supports the image of Obama as a leader.  
Obama is presenting an image of a family father on the very first intro-site, when one 
enters his web. The family picture represents the classic all American nuclear family, 
where the father just happens to be running for president; apart from that it could be 
any family. This is an appealing image to those who have classic family values. 
Obama and his family are in casual wear, Obama with a shirt on with the first button 
open and his sleeves rolled up -clothing one would wear in an informal situation. This 
fits with the more informal tone one finds on websites as opposed to other media. The 
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candidate and the webpage visitor are more on the same level, than say in a debate or 
speech situation. Georg W. Bush has also presented himself in an informal manner; 
he has several times, throughout his presidency, invited the media to his ranch in 
Texas where he posed in casual cowboy look, to appeal more to the average Joe. This 
also appeals to nationalistic values. His ranch in itself can be seen as an icon of 
classic America, with man and nature closely connected as seen in old cowboy films. 
When you click on to the real webpage Obama is promoting his image as an 
official character, a president. He is wearing a white shirt, blue tie and a dark jacket, 
the classic politician look. This is a look of authority; you would not want a president 
in casual wear when he is on the job. This is an image of a man that inspires to 
respect and trust. At the same time, at the picture in the top, he is smiling looking a 
bit up to the right with light falling on his face, one could draw similarities to 
religious icons and divine intervention. This gives an image of positivism and 
sympathy, at least in the eyes of his supporters. In the eyes of his opponents it might 
be interpreted as arrogance. This is Thorlacius 3
rd
 emotive function.  
The next picture of Obama is under the headline ―Obama News‖, this is Obama 
in a white shirt, giving a speech. This picture is a mix of the two mentioned already. 
He is wearing a jacket which symbolises a certain casualty and familiarity. At the 
same time he is giving a speech to promote himself and his politics. This gives a 
coherent image of a man of the people, casual, yet respectable. This supports the 
image of Obama as one of the people, but still with the ability to be a leader, he uses 
pathos and ethos to achieve this. 
2.11 Rhetoric on the webpage 
Obama makes heavy use of anaphora –repetitions–to promote the product: 
―OBAMA‖. Every part of the left column of the webpage is called something: 
OBAMABLOG, OBAMAEVENTS, OBAMANEWS, OBAMAMAPS and 
OBAMASTORE. ―OBAMA‖ is in a darker blue colour than the rest of the message. 
This catches the eye and the second part of the word e.g.  ―Blog‖, ―Events‖, ―News‖ 
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is less important. In doing this Obama has made himself visible where there is no 
practical need for it. Blogs, news and events can easily stand on their own without 
―OBAMA‖ as a pre-word. The choices to make ―OBAMA‖ part of otherwise 
independent words help make him even more visible. Repetition of the message will 
enforce the awareness of the product. 
On the six screenshots, we have taken of Obama‘s webpage there are no less 
than three images of the United States of America. This however can also be a way to 
target local groups since the icon has an interactive function where you can log on to 
a version of the webpage specific for the users home state. This is the referential 
function that helps make the webpage more personal.   
On the webpage there are pictures of two other persons, apart from the Obama 
family; Biden and Hillary Clinton. Obama and Biden are in the top picture together, 
they are a team and supplementing each other so that the team has a wide appeal to 
all of the United States. A young, innovative, black man and an older, mature, 
experienced, white man (Epp, 2008).  
Clinton‘s picture is further down the page, on the right side margin. She is in a 
picture all by herself wearing blue colours. There are two reasons for showing her 
picture on the webpage. The first one is to make the Democrats reach out to as wide a 
group as possible; not only is she on the right conservative side when it comes to her 
politics, but she is also a woman. Of those two reasons she might appeal to the 
middle voters that are not quite sure if they want to vote for the Republicans or the 
Democrats. She also puts her credibility behind Obama and thus strengthens his 
integrity .This constitutes the function of ethos. 
He also frequently uses the phrases ―yes we can‖ and ―change we can believe 
in‖. ―Yes we can‖ refers to a collective effort to change America. Obama emphasises 
the importance of voters in a democratic electoral process, and the need for them to 
participate actively. It refers to not only his responsibility as future president, but 
emphasises the responsibility of the individual to exercise their civil duties. ―Change 
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we can believe in‖ refers to his policies; a new party will mean change, but also 
change that is believable. This slogan is also negatively targeted to the sitting 
president George Bush and his party which made a lot of promises of change but 
subsequently did not keep them. Change would also mean a change in the American 
history. If elected Barack Obama is the first African American to become president of 
the United States. This ―change‖ means a lot to ethnic minorities and the perception 
in a multicultural country where there have been more then 45 presidents -all middle 
aged, white, wealthy men.  
All this speaks to our intellect, logos to what are his policies and what is 
Obama‘s credibility, ethos, as the president of the United States.  
However this is only fathomable if you have certain knowledge of the candidate. 
Therefore the slogans also target emotions in the addressee. The word ―change‖ is all 
inclusive and means different things for many people. In America today the message 
of change when many people are going through difficulties, is a message they can 
identify with on personal level. They want change for the better. The slogan tries to 
appeal to those emotions that change would signify, which could be renewed hope, 
enthusiasm, and future prosperity.  According to the Thorlacius model, these 
emotions are the first emotive functions. It is the emotions that the sender wants to 
produce in the addressee that he also is in possession of. Assuming that Barack also 
posses these emotions of the terms used on the webpage, such as hope and ending 
cynicism, which he also frequently used in speeches. 
However there can also be risks of provoking undesired emotions from the 
addressee. The word change is only positive with voters who are not dealing with 
prosperous times. For others the word change can be quite alienating, and maybe 
produce feelings of anger for this change that is coming and threatening their good 
will. Most people would view change as a positive entity, but some might view it 
more as a disturbing factor that messes with the current status quo. These feelings are 
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the third emotive functions according to the Thorlacius model. They are the emotions 
produced in the addressees but which are not intended from the addresser. 
Obama is from an untraditional religious family. His father was raised as a 
Muslim, and his late mother was agnostic. Obama has been on his own religious 
search and chose the Saint Latter Trinity church, a traditional African American 
protestant church (Barack Obama, 1995:132). 
However, Obama has been outspoken about his faith and has been using a lot of 
religious rhetoric which effectively speaks to many Americans. Some might even 
view him as a prophet, with his message of hope and change. On his webpage, 
Obama urges the visitors to ―Join the Movement‖ which reminds one of the civil 
rights movement in America with Martin Luther King in front. On the webpage there 
is a quote from Obama where he is saying ―I am asking you to believe‖. There is a 
religious connotation here. ―To believe‖ is different from ―knowing‖ for example the 
facts about issues. Belief speaks to something higher, indefinable and spiritual. There 
is no doubt that Obama is an excellent rhetorical speaker. He uses religion in vague 
terms, but ultimately is trying to appeal to people‘s emotions. Also, behind the 
pictures of him on the websites, there is a light surrounding him, as though he is a 
saint. 
 
2.12 Negative attacks 
Despite the fact that Obama repeatedly has said that he would not use ―smears‖ 
and thereby go into the negative attacks and degrade his opponent just to look better 
himself, the webpage tells another story.  
On the second screenshot there is a video option, where you can watch Biden 
comment on a speech of McCain‘s. The ad is called ――Can‘t Explain‖ ad‖, the 
appetiser for the ad is: ―Joe Biden sheds light on the truth about John McCain‘s 
health care plan by taxing your health care benefits, and he calls that, ―the ultimate 
bridge to nowhere.‖ This is a clever and sophisticated way of stating a message that 
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still basically is ―we‘re better then you are‖, by making it a comment on a political 
issue instead of making a personal statement. The comment here plays on ethos in 
using the word ―truth‖, pathos when the message is personalised by using ―you‖ and 
―your health benefits‖ bettering the health system is a thing that has always been a 
Democratic issue and therefore they might be more trustworthy in this case. 
Biden uses logos as he claims to tell the truth. Not just his opinion, but the truth -if 
something is the truth ones rationality must have to accept this.    
The entire sentence would not have lost any of its logos by saying this for 
instance: the vice-president candidate, enlighten the facts about John McCain‘s health 
care plans by taxing the voters healthcare…, this sentence would have had the same 
meaning but would far from have the same effect, it is un-personal, and making this 
election personal was one of Obama‘s strongest actives.    
The next negative is also elegantly disguised as a ―Message form Joe ―What they 
won‘t say‖ Shortly after finishing the debate tonight, Joe Biden send out the 
following email: If you saw tonight‘s debate you saw Governor Sarah Palin give a 
spirited defence of the same disastrous policies that have failed us for the past eight 
years. She couldn‘t identify a single area where she or John McCain would change 
George W. Bush‘s economic or foreign policy positions. If you want something 
different, Barack and I need your help…‖ 
 
2.13 Analysis of McCain’s official webpage 
The slogan ―Country First‖ is coherent, in the sense that it fits with McCain‘s 
persona and public image. The slogan makes use of pathos as it is probably supposed 
to induce feelings of patriotism in the potential voter. However the confetti and stars 
that constitute some of the background are symbolic of the American flag and thereby 
also represent the function of pathos, because it evokes feelings of patriotism, 
belonging to the country and a sense of victory and celebration. At the same time 
they can be seen as being intertextual functions on the site.  
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This intro-site functions as a good way to provide a quick impression of the 
campaign theme, and establish a bond of trust. Furthermore it also serves practical 
functions because people that are active campaigners can use it to jump straight to the 
campaigning sections, something that is very important for the websites generally –
the mobilization part. And already in this small site we see how politicians can use 
the web and conduct unmediated communication very cheaply by use of the inter-
semiotic function -video especially. Generally this site comes of as very matter-of-
factly, it makes less use of image promotion than the Obama intro-site –although it 
does make use of pathos– and the impression one gets is more logos –it appears 
somehow simple, rigid, and hierarchical. But one might note, that in the ―tradition‖ of 
Internet campaigning this site attempts more to provide the supporters with tools to 
take action, than it provides the undecided voter with information on candidate 
politics and issues (Bimber et Davis, 2003: 47).  
 
2.14 Design 
The communicational function of this intro-site is to accentuate and present the 
campaign theme and slogan as well as provide a shortcut for volunteers, which is 
done by presenting the addressee with a video clip that addresses current issues to the 
voter immediately, as well as introduces the campaign slogan and logo. 
The main site continues the same look as the intro-site with the dominant blue 
colour and American flags in the background. The site is made up of easy to navigate 
and all rectangular navigating functions. It is very modern, and the colours make it 
stand out as very neutral to the eye. There are small icons that represent interactive 
functions such as the messenger signs and the talking bubble which represents 
upcoming events. These both serve a function as well as relate to web based 
programs that most people know and use every day. So the use of these modern 
symbols on the navigating functions definitely caters to web conscious people as 
well. You can say that the form of the website does support the content, because it 
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should be easy to gain information the navigating functions are simple. The 
unplanned and formal function you could say comes to life on the site in the rays of 
light behind the slogan both on the main site and on the mini site. It gives a sense of 
uprising, or hope. It is at least, positive in some way or other. 
 
2.15 Image 
The upper part of the site features the McCain logo, a picture of a smiling 
McCain and Palin, but in comparison with Palin a bit more earnest McCain with a 
picture in the background of people waving American flags, which is as mentioned 
before a traditional American symbol that both candidates have on their site. They are 
both wearing formal clothes, McCain in tie and suit and Palin in a red suit -the 
Republican colour red is represented here. But it is also a colour that draws the eye, 
and at this time the McCain campaign seemed to rely heavily on Palin‘s popularity 
among voters, so she is sharply represented.  
To the right of the picture of the two candidates we are presented with the slogan 
―Country First‖ and an extension of this slogan: ―Reform, Prosperity, Peace‖. This 
elaboration of the slogan is supposed to sum up and incorporate the candidate‘s main 
political issues (Bimber et Davis, 2003: 79). It directly refers to the senators own 
past; he did indeed ―put his country first‖ when he was a patriotic soldier in the 
Vietnam War. John McCain strongest issues are the wars in Afghanistan and Iraq as 
well as national security issues, so the slogan effectively refers to that. John McCain 
slogans come as statement of authority ―Country First‖ -the people should refocus, 
and remember what is important to them and the U.S.A. All this refers to our 
intellect, logos, as well as John McCain‘s credibility, ethos as state leader.  
However, off course, the emotions are also targeted. The slogan ―Country first‖ 
triggers emotions of patriotism and is therefore also a first emotive function. There 
are also positive emotions as pride towards the country and gratitude towards John 
McCain for defending the country in war. It could also trigger emotions of solidarity 
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to the soldiers in Afghanistan and Iraq and the understanding for the sacrifices they 
have made. 
This is however only effective if those associations are directly linked to the specific 
candidate. You can have feelings of hope independently, but what the candidate 
wants you to, is to associate that specific feeling of hope with his persona, 
consciously or subconsciously. His sub-slogans ―reform‖ ―prosperity‖ and ―peace‖ 
cater both to the fact that McCain also would like to change the way things are done 
in Washington. The level of corruption is often mentioned by him and Palin, and that 
he would like to remove it thereby creating reform and in the end prosperity. Peace is 
somewhat harder to define, but it is a word that usually has positive connotations to 
most people. However the three sub-slogans are more logos, they cater to our intellect 
and try to very briefly explain and encompass which policies he stands for. Again 
according to Thorlacius model the emotive functions of this slogan would be first-
emotive functions. John McCain, though he is a Republican and shares many of the 
same values as Bush, he does not have a lot of support from the religious right, nor 
does he try to appeal to them, as Obama does. He is a Christian but considers it a 
private matter (Smith, 2008). 
 
2.16 Negative attacks  
Even though McCain has made heavy use of negative attack ads on television 
throughout the campaign there are not that many obvious negative attack ads on the 
main site. However, the section of the website where you can watch ads under ―news 
and media‖ and then ―multimedia‖ is plastered with negative attack ads. What is done 
in all of these is of course to seek to degrade the opponent by creating a negative 
image of him. For example one video takes a lot of Obama clips out of context where 
he says something along the lines of: ―Senator McCain is absolutely right‖ and puts 
them after each other to try to establish an image of Obama as a candidate that has no 
real judgement, or issues that he himself can present and must therefore agree with 
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McCain. So the video debunks Obama as a potential candidate because he is meant to 
be indecisive and therefore not ready to lead. Another video establishes a connection 
between Obama and ―domestic terrorist‖ Bill Ayers. It says he launched his political 
campaign in Ayers living room and proceeds in length about their relationship while 
showing photos of bombs, jail pictures etc. This of course establishes Obama as ―too 
risky for America‖. So this ad is coherent with the campaign theme country first in 
opposition to Obama, who sports terrorist friends. 
These are the first emotive functions. But also here, there can possibly be 
negative response to the slogan. John McCain can be perceived as a ―warmonger‖ 
who only knows about defending and nothing else. Also the foreign policy has 
miserably failed the last years, so the feelings of super nationalism that brought them 
into the wars are no longer effective. These feelings that would generate a backlash 
are the third emotive functions.  
 
2.17 Navigation 
Under the headline-bar with the slogans we have a navigating function which 
provides further access into the various functions of the homepage. The first two tabs 
―about‖ and ―issues‖ are usually mainly targeted at the voter that has not yet decided 
who to vote for, and therefore comes to the site to look for information on the 
candidate. In past campaigns staff have seen the functions of the websites as catering 
more to people that have decided who to vote for. This has changed a bit, although 
not dramatically, in so far as we are here presented with easily accessible information 
to issues, biography, and numerous other personal things as well as a ―decision 
center‖ that has a chart which compares Obama‘s and McCain‘s standpoint in an 
easily understandably way. The problem with a thing like this on the website is that it 
is unregulated, so the Obama standpoints that are presented could be more or less 
contorted or otherwise manipulated. But nonetheless there are functions on the 
website that are directed at the undecided voter, although they do not make out the 
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majority. There is also a bigger button on the main site which is called ―why your 
vote should be for McCain‖ that leads to another comparison chart as well as texts 
which try to represent McCain as the candidate to vote for. 
The rest of the navigational bar, to a larger extent, is targeted at the voter who 
has already decided but could be valuable to convince to ―take action‖, as it were. 
Thus the functions ―news and media‖, ―events‖, ―blog‖ and ―coalitions‖ cater to the 
voter that is following the campaign, and might be convinced to take action. In as far 
as directing communication to as broad an audience as possible it is worth to not that 
the site is available in Spanish. Spanish is the second most-common language in the 
U.S so it is obvious why this is an important function to have; it enables the addresser 
and addressee to have the same code. Obama also has this function on his webpage.  
Under the navigational bar a very large bar, with a different colour than the rest of the 
site which catches the attention, enables one to have the site customised to the 
viewers ―needs‖: ―Supporter‖, ―Undecided‖ and ―Unregistered voter‖. This is a very 
practical function that allows the user to circumvent irrelevant information, because if 
one is already a supporter one will gain even quicker access to the functions of the 
site that allow one to donate or otherwise contribute to the McCain campaign.  
The rest of the site consists of more navigational bars. Most of them are 
composed of, or are themselves images or symbols that refer to the thing they redirect 
you to, thus they are metonyms that serve a referential function. To the right is the 
volunteer headquarter referential function where one can, amongst others, donate. In 
the middle there is a news section that changed almost every day during the 
campaign.  
 
2.18 Symbols 
The particular symbols used on the debate central link, are the all-American stars on 
red which is also the colour of the Republican Party. Of course Republican 
Supporters are meant to associate with this, but also the fact that Palin mostly has 
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been wearing red suits comes into play here. The pictures states: ―2008 Debate 
Central: Governor Palin provided beyond any doubt that she is ready to lead as Vice 
President of the United States‖  
The rhetoric in this short quote uses logos and ethos. ―…proved beyond 
doubt…‖ is appealing to logos and ―…ready to lead as Vice President…‖ is trying to 
establish Palin‘s credibility by appealing to ethos.   
On the left side more individual links with metonyms: the addressee is addressed 
imperatively to ―donate today‖, ―speak out on the debate‖ or be a volunteer and ―join 
the team‖. These icons change, but the links and functions stay the same. Underneath 
this a continuation of the above flash-news-section which provides the campaign 
follower with news and upcoming events as well as selected pictures from the 
McCain campaign tour. These news sites which are implemented in the middle of the 
site also serve the function of opinion reinforcement. They can serve as a quick way 
to regain control of news that have been reported in the media or on the Internet as 
well as reinforce excitement among the voters by showing how the campaign is 
progressing. The picture section is a good example of this. It shows McCain and 
Palin in glorious situations, smiling, waving, in front of many people. A sense of 
progression and a sense of hope and firmness are presented in these pictures. These 
pictures are meant to be rhetorically perceived by the audience rather than 
aesthetically. Most of the pictures in this section are of McCain and Palin in positions 
of power, standing on a scene or at a debate, the human intervention is seen in the 
angling of the photos and supports the connotation of the pictures. This is supposed to 
signal ethos to the addressee that they are ready to lead -they are already leading in a 
sense. The addresser thus attempts to gain the trust of the addressee by showing 
pictures which bring out these feelings of power. The pictures also uses pathos as 
some of them show the two along with handicapped and children which by nature are 
connected with strong emotions. 
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To the right another navigational function enables one to find information on 
specific issues in specific states. This serves to personalise the webpage and make it 
more local. So the general impression of the site is that implicit addresser is a large 
mixed group, all of the American population. The majority of the functions of the 
website are however, designed for people that will somehow participate actively in 
the campaign. So in as far as the number of people that subscribe to mailing lists and 
in other ways submit information is a measure of success for the campaign website 
(Bimber et Davis, 2003: 54), the site corresponds with that idea, of targeting mainly 
supporters who will be potential activists on the grassroots level.  
The impression one gets of the main page is that it is structured simply, which 
gives a good overview of the various functions on the site. The picture section and 
the bright symbols used in the news section in the middle have strong emotive 
connotations and serve to incite different feelings in the addressee, feelings which are 
almost always related to patriotism or at least they are essentially American. However 
most symbols on the site are very straightforward as mentioned: they serve the 
referential function of communicating to the site visitor what the button does. But 
they are all formed out in bright and contrasting colours which make them stand out 
and lend them a positive flair. In this context it is worth to note that the three most 
used colours on the site are red, white and blue – the colour of the American flag.  
The Republican Party is usually the more patriotic of the two Parties, and in this 
campaign McCain‘s strong actions for his country speak for that. That there are many 
American images on the site is no surprise. 
There is not a very elaborate image established on the site. McCain is smiling, 
seeming confident, as is Palin. The general rhetoric image of the website is an 
optimistic, simple and structured one. The only people that appear on the site are the 
two candidates and sometimes affiliated Republicans or family members in the 
―photos of the week section‖. However one could say that the team McCain – Palin 
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complement each other (Epp, 2008) –the new, young upcoming, soccer mom and 
female politician Palin with the old ―true and tried‖ male war-hero McCain. 
Anaphora is not used as much on this site in opposition to the Obama site. It is more 
focused on getting the voters to do something. There are simply not as many 
functions readily available as on the Obama site, or if they are, they are hidden under 
the submenu line. One thing that is highlighted on this menu line in yellow is the 
―action‖, ―store‖ and ―contribute‖ buttons. Again this testifies to the idea that what 
the team really hopes the website will do is provide active supporters and donations.  
Like the Obama site, McCain mentions nowhere that he is running for president. 
This can mean numerous things, either they just assume that the visitor who entered 
the site is aware that McCain is running for president and that he is now on his 
homepage. But it could also be that it entails that it is self-evident that ―I am the 
leader‖. The candidate should not put himself in context with the possibility that he is 
not running for president. 
On the site the identification McCain uses is hard to describe. But it seems as if 
he wants to identify with his voters - showing pictures talking to voters etc. as well as 
that of a man who can get things done -simple website, showing victories only, look 
that says ―I‘ve done that‖. 
On the web pages, there is also the slogan ―Let‘s make history‖. There is no 
detailing around the slogan on how history is made, so it does not appeal to our logos 
but to ethos. ―Let‘s make history‖ gives the feeling of community, shared effort and 
oneness. It gives the voters the emotion that they are part of a greater force.  
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3.1 Theory – Mobilisation 
 
3.2 From online to offline engagement 
―Online tools might help campaigns and parties mobilize volunteers in a more 
comprehensive, targeted, and potentially successful way than used to be the case with 
previous techniques.‖ (Vaccari, 2008: 650). 
American campaigns are somewhat different from the European ones in the 
sense that they have to involve a lot more work on ground level –organizing 
volunteers, phoning people to convince them to vote for their candidate, going ‗door 
to door‘ etc. This is partly because the citizens of the U.S do not really have the same 
relation to voting as European citizens have. This is in the sense that many U.S 
citizens do not take it for granted that they should vote, this is supported by Joseph S. 
Tuman, who states that ―…Voter participation is encouraged, even if not incented.‖ 
And: ―(…) though we hold ourselves out as an example of how democracy can work, 
we also know that not everyone who can vote does vote. Historically we have 
observed a precipitous decline in the number of eligible voters who participate in 
national elections…for example…less than half of all eligible voters participated in 
the 1996 presidential campaign‖ (Tuman, 2008: 2).    
 Tuman goes on to show that in the important election of 2000 only 51 percent 
voted for a president. So these are facts that differentiate the U.S democratic system 
from, for example, the Danish, and probably many Europeans feel it difficult to relate 
to this attitude. Furthermore, not everybody in the U.S is eligible to vote, a citizen has 
to register to vote before he can do so, as opposed to Denmark where everyone with a 
Danish citizenship is able to vote. So as we have seen the mentalities regarding the 
democratic process are somewhat different. The decision not to vote in this context, is 
called ―voter apathy‖. 
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The modern campaign is therefore also centred on merely getting people 
registered to vote. The registering itself is a relatively easy process -for example in 
the beginning of his political career Obama helped create a system in a campaign 
where people could register to vote while they ate at McDonald‘s (Polakow-
Suransky, Lecture.) Getting them to register however might not be as easy, and that is 
where the Internet has made a change since you can just register on-line, in a few 
clicks.  
 
3.3 The significance of active supporters 
As a result of voter apathy the campaigns focus highly on the mobilization of the 
strong supporters, who actually want to engage themselves.  
Christian Vaccari has written a treatise on mobilization called ―From the air to 
the ground: The Internet in the 2004 US presidential campaign‖, which elucidates the 
impact that active supporters have gotten on the running of a campaign during the 
past elections. Along with the Internet and campaign websites a new method of 
mobilizing volunteers by transmitting online activity to offline activity emerged. This 
was especially seen in the previous 2004 election, where ―e-campaign consultants 
dedicated most of their activities to bridging the gap between their Internet audiences 
and the material, offline reality of the campaign.‖(Vaccari, 2008: 652) To use the 
volunteers as a workforce is known as ―bottom-up campaigning‖ (Haug, 2008, 
―Obama Online On Target‖ and ―net-roots‖ is the word for ―the integration of 
cyberspace and traditional ‗ground war‘ activities in an innovative and high-
performing formula‖ (Vaccari, 2008, pp: 658-659). This new phenomenon has 
changed the entire structure of an election campaign; developing it from a one-sided 
process to a communicative one between the campaign and the voter. The increasing 
attention that is put into voter mobilization is among some referred to as the ―third 
age of political communication and postmodern campaigning…that the political 
communication landscape is becoming increasingly turbulent, fragmented, 
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personalized, decentralized…‖ (Vaccari, 2008: 648). By decentralisation is meant 
that now supporters actually become influential on how the campaign is carried out in 
form of different activities incorporated in their mobilisation.  
This also produces a more personal relationship between the active supporter 
and the campaign. In addition it is important to create a strong connection between 
the supporters themselves – to unify them by making the campaign not only a simple 
cause but a part of their daily lives and activities: ―Campaigns need to develop and 
nurture a strong sense of community, in order to make active users feel part of a 
larger project with which they identify and for which they are willing to cooperate 
with other people.‖(Vaccari, 2008: 654). The tone of the campaign websites are also 
likely to be more conversational than formal …‖because you really want people to 
think they are having a one-on-one conversation with the campaign‖ (Vaccari, 2008: 
655).  
 
3.4 Addressing different audiences 
The focus on active supporters does not at all mean that the websites do not 
address the audience who are either merely interested in a visit or the ones ―only‖ 
voting for the candidate. The websites are usually made to address three different 
groups of visitors defined by their interest and engagement in the election:‖ 
Campaigns divide users of online political communication into three main categories, 
depending on their degree of support for the candidate and their related willingness to 
participate in online and off-line campaign activities.‖(Vaccari, 2008: 653). The first 
group is referred to as the ―interested‖, which consists of the main part of the 
American citizens. The ―interested‖ group concerns people who are uncertain about 
whether to vote for one candidate or the other, and therefore ―… are not entirely 
certain, and thus search for biographic information, issues positions, endorsements 
and the like.‖(Vaccari, 2008: 653). The other two categories ―engaged‖ and ―active‖ 
citizens involve themselves more, where the ―engaged‖ people are the ones who have 
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already decided which candidate to vote for and now enters the websites to acquire 
―information about campaign events and to participate in online discussion activities 
with like-minded people.‖ (Vaccari, 2008: 654). The ―active‖ group constitutes a 
major focus of the campaigns, as they are the ones engaging themselves actively off-
line as well as online, and thus are of biggest importance: ―…is the smallest in 
number but also the most resource-productive for a campaign…‖ (Vaccari, 2008: 
654). 
Because of the three different groups with diverse interests, it is important that 
the content of a website should be adjusted to each groups‘ area of interest. It is thus 
designed to satisfy each user‘s need of getting a hold of different types of 
information. For the ―interested‖ users it is essential that information about 
biography, opinion on key issues etc. is clear and easy accessible, so they do not have 
too much difficulties finding the exact source they are searching for. The same holds 
to a less extend for the ―engaged‖ ones. They tend to spend more time on involving 
themselves online by e.g. chatting in forums with other supporters or campaign 
participants, finding events etc. Now, there is a clear distinction between these two 
groups and the third one; the ―active‖: ―While opinion reinforcement tools are 
employed to solidify support among the ―interested‖ and ―engaged‖ users, the 
―active‖ component of the audience is addressed in quite a different way and specific 
tools are devised and maintained to engage them in various kinds of activities. 
‖(Vaccari, 2008: 654).  
 
3.5 Getting from online to offline    
―…We define mobilization as two-step persuasive action – that is, an attempt to 
persuade someone to persuade others to act in a particular way.‖ (Foot / Sneider, 
2002: 14) The use of Internet to mobilize voters – as previously mentioned - took a 
great leap in the 2004-election, starting with 2004 Democratic Presidential 
nomination candidate Howard Dean, and it came to exploring new ways of activating 
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voters and the use of Internet both on- and offline. Net-roots assured the transmission 
of the workforce. These activities are known political mobilization methods through 
―grassroots‖, but now they are encouraged and organized online and set into effect 
offline.  
In the 2004 Dean and Trippi-campaign, early versions of these tools where put in 
use and would later help ―to convert site visitors into one-person miniature campaign 
organizations‖ (Vaccari, 2008: 649 – from Bimber and Davis, 2003: 59). 
Basically it has become possible for the voter to download tools – in newer 
elections a ‗kit‘ – which will activate the volunteer in various ways. In the Bush-
Cheney campaign of 2004, one of the tools would be to download a map and route to 
go knock on doors. As Vaccari puts it, ―volunteers could download voter lists tailored 
to their area of residence and to their group, religious and ethnic affiliations‖ 
(2008:660). This enabled the volunteers to perform campaign activities independently 
and later on report their results. There is no ―middle-management layer‖, e.g. a 
member of the campaign to supervise and the individual voter can freely choose 
which tools to use outside of the organized campaign in their neighbourhood.  
 
3.6 Blogging 
In the article ―The Internet and Campaign 2004: A Look Back at the 
Campaigners‖ by Michael Cornfield blogging is defined as ―an online diary posted in 
reverse chronological order, sometimes with room for reader comments, usually with 
links to blogs run by people the reader may also find interesting‖(Cornfield, 2005: 2). 
At first, this might seem to be a tool purely for information, but as voters became 
aware of the possibility of discussion and brainstorming through the commentaries, it 
became evident that the blog could be used much more effectively. The blog would 
encourage voters to make their opinion clear, resulting in ―115,632 handwritten 
letters … sent from supporters to eligible voters in the upcoming Iowa caucuses and 
New Hampshire primary‖ (Cornfield, 2005: 2). 
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While the campaigns of 2000 only provided ―lists of the main news outlets‖ and 
encouraged voters to make contact, the 2004-election use of this tool was much more 
focused, as campaign-officials provided help and feedback on what and how to write, 
often resulting in the media flooded by identical letters.  
Voters could, in the same way – through the blogs – be mobilized to call to talk 
shows to correct ―what the network perceived as unfair media coverage‖, thus 
showing support and providing both publicity and attention. (Cornfield, 2005: 2). 
With the greater use of the Internet, it became much easier to compose emails 
that could be forwarded easily, later also involving links to speeches, online 
commercials or ads as well as news. Using Turks example from the 2004-campaign: 
―we could set up an email asking volunteers in targeted areas to just how up that 
night for a specific effort, and by just sending that email you have 35 or 40 people 
that show up at the office‖,(Vaccari, 2008: 660). This is compared to earlier where 
campaign leaders would have to make multiple requests for volunteers for 
telemarketing sessions, thus making mobilization of voters for different events both 
less costly and time-consuming.  
 
3.7 “Meet-ups” and other net-organized local gatherings 
In 2003, Howard Dean used the website MeetUp.com, a site which helped 
individuals arrange meetings between people with a shared interest – in this case the 
Dean-campaign. The population of interested and active voters on the site grew 
immensely, ―with several hundred thousand activists situated across the nation and 
beyond‖. (Cornfield, 2005: 2)   
The possibility of transferring these ‗meet-ups‘ out of the Internet and into the 
neighbourhoods of the voters was quickly taken advantage of by the Bush and Kerry 
e-campaigns in 2004, which encouraged people to host private parties where ―they 
could raise funds, write letters, plan activities, start canvassing sessions, or simply 
watch a campaign video or televised event.‖ (Vaccari, 2008: 660) This way, through 
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the already present network, one could contact likeminded voters in the 
neighbourhood and invite them home to establish a more personal contact and unite 
efforts to promote the chosen candidate.  
As such, the contact between voters became much more solid, in that you no 
longer had only a screen-name but was able to get direct contact with the person 
behind the computer, developing relationships with voters near your own area, 
creating a cell of voters interested in campaigning ―without direct intervention from 
the campaign headquarters.‖ (Vaccari, 2008: 660) 
In later elections, this has been referred to as ―Neighbour to Neighbour‖, the 
concept that it is easier to be approached and swayed by a familiar face, then a 
complete stranger (Haug 2008: ―FO+NTL+GOTV…‖). 
 
3.8 Decentralized decision-making 
In 2004 ―Dean‘s slogan was ‗You have the power‘. His campaign put something 
behind the rhetoric … through the … techniques listed above, and more generally by 
leaving local supports to campaign as they saw fit.‖ (Cornfield, 2005: 3). 
From the viewpoint of the campaigns, ―Online tools are considered to be an 
opportunity to simplify tasks that would otherwise require too much time and effort, 
which would depress political participation.‖ (Vaccari, 2008: 658) and the flexibility 
and greater freedom in how and when to support a candidate, appealed to the 
potential volunteers to a larger degree. 
Instead of having to spend for example, both time and money on travelling to an 
official campaign-office to offer assistance or participate in the phone banks – large 
groups of volunteers, calling possible voters form the campaign office – the online 
action-centers offer lists with telephone-numbers; easily downloadable and ready for 
use whenever the volunteer has the time. ―Online tools thus not only improved 
volunteer recruitment, but also enhanced the effectiveness… together with the very 
low marginal costs of communication.‖ (Vaccari, 2008: 661). 
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However, it is clear that the efforts of the voters should be as controlled and 
focused as possible, since there often is no direct connection between official 
campaign leaders and the individual voter. As a Kerry campaign-official says:  
 ―The lack of control is part of the nature of the technology. If you want to control it, 
then do not do something online … we would rather take advantage of the power of 
this tool than firmly control it, and we would take our chances if something 
happens.‖(Vaccari, 2008: 661). 
 
3.9 Analysis  
 
Addressing three audiences simultaneously  
As mentioned the websites are usually made to address three different groups of 
visitors defined by their interest and engagement in the election; Christian Vaccari 
divided them into ―interested‖, ―engaged‖ and ―active‖. The attempt of mobilisation 
is seen everywhere on the websites and does mainly refer to the active supporters, 
who have an interest in influencing the campaign themselves. But concerning the 
other groups, some parts of the content online are intended to aim for their certain 
attention. 
When this is said, we would like to emphasise that big parts of the content of 
course also refer to all groups. This can create difficulties in distinguishing between 
what parts are made for which groups. Still, we will attempt to make some divisions 
in their way of addressing different audiences. 
On the intro page of John McCain‘s website it is already obvious to see the 
attempt of addressing all three audiences. In the four boxes with different text 
messages the curiosity of the ―interested‖ is appealed to by a direct link onto ―why 
vote McCain‖. This will lead an undecided or potential voter straight to his source of 
interest – McCain‘s biography, where his person is presented; furthermore his key 
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issues. The ―engaged‖ addressee will already be familiar with McCain‘s politics and 
will likely be joining the team – or signing in, if he already had joined. If you have 
decided to become an ―active‖ you are likely to do the same as the ―engaged‖ by 
joining the team. But the active supporter will pursue further knowledge on ways to 
become more than just a member of an organisation. He will also look into the ways 
of volunteering and recruiting others, organising different campaign activities etc – 
take it a step further than the ―engaged‖. 
Obama‘s intro site refers slightly different to the three groups of viewers. The 
―interested‖ are addressed through a conspicuous red sign, which says ―learn more‖. 
As on McCain‘s site ―engaged‖ and ―active‖ viewers are immediately invited to sign 
up – but here for a movement; not a team. The word ―movement‖ is perfectly in 
agreement with the picture of Obama and his family. Seeing the modern nuclear 
family evokes feelings of security and humanity. It leads one‘s thoughts onto not 
merely joining a team, almost joining a great family of Obama. In a modern time 
where divorces are common the nuclear family is no longer taken for granted. On the 
contrary it has become the dream and goal of many people, and thus the Obama 
family turns to function as role models. As mentioned earlier within theory on 
mobilization, uni- and personification is done through the use of language by which 
the campaign addresses people; always referring to them as a collective group instead 
of individuals. This has become important to make people feel a part of making a 
difference and appeals strongly to ―active‖ viewers.  
When turning to McCain‘s main site the first thing concerning the attention of 
the different groups is the menu bar from where it is possible to enter different topics. 
On Obama‘s page there is a navigational function containing the same topics as 
McCain‘s and also refers to the different interest groups similarly. For the 
―interested‖ the relevant subjects of the menu bar are ―About‖, ―Issues‖ and 
―Coalitions‖ in McCain‘s page, and in Obama‘s site they are called ―Learn‖, ‖Issues‖ 
and ―States‖. The ―interested‖ is not likely to have a solid knowledge concerning 
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either one of them as candidates, so the main interests would be to investigate their 
positions. The ―engaged‖ would be looking more at ―Events‖ and the ―Blog‖ as well 
as their interest lies deeper than just gaining information on standard questions. As 
mentioned they would have an interest in participating in online discussions, 
activities etc. which can be pursued under the ―Blog‖. ―Active‖ supporters will 
naturally turn to ―Action‖ on both sites for further knowledge on mobilisation.  
     
3.10 The emphasis on “you” – redistribution of responsibility  
On Obama‘s main page the first approach aimed towards the ―active‖ viewers is 
made immediately through the quote of Obama saying: ―I‘m asking you to believe … 
I‘m asking you to believe in yours‖. By ―believe‖ Obama requests people to trust in 
him, and be supportive no matter what. As mentioned, believe has a religious ring to 
it, like one should believe in Obama as a saviour – it is his obligation to solve the 
problems of the U.S. ―Yours‖ refers to the people and their will power. Thus this 
approach incites the viewer to use his own ability to get an impact on the campaign. 
As mentioned informal language is also important, and here there is directly referred 
to ―you‖, which personalizes the relation between the viewer and the website 
immediately. This is actually present much more throughout Obama‘s entire page – 
―visit your state‖, ―where do you live‖, ―5 things you can do‖, ―show your support‖ 
etc. On McCain‘s site this personalization is not nearly as visible – ―you‖ is only 
mentioned a few times on the front-page, e.g. in ―McCain and you‖, but the general 
impression the viewer is left with is not as personal and contact seeking as in 
Obama‘s. A feeling of personal obligation is thus not produced in the viewer as well 
in Obama‘s page. As Obama has said to Time Magazine about this redistribution of 
responsibility: "I was convinced that if you invited people to get engaged… said, 
'This is your campaign, you own it, and you can run with it,' that people would 
respond and we could build a new electoral map.‖(Tumulty, 2008, ―How Obama did 
it‖) The emphasis of ―you‖ also demonstrates the abandoning of control within the 
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campaign. By referring to the citizens‘ own abilities to bring about change, the 
submitting of power to volunteers becomes evident – it is not merely a campaign of a 
candidate, but of the masses of actives standing behind. ―My BO‖ within the Action 
Center is also a part of this decentralisation and will be elaborated on later.   
 
3.11 The Action Centers online – creating “one-person miniature campaign 
organizations” (Vaccari, 2008, 649) 
The Action Centers are the core of the online mobilization. This is the place 
where the ―active‖ voter can get guidance, information on how to assist the campaign 
and communicate with other like-minded voters. As mentioned earlier, this way of 
using the Internet to mobilize is a rather recent initiative and under constant 
development. In this year‘s presidential election, the action centers are packed with 
opportunities. For McCain the Action Center is composed of vivid pictures, strong 
colours and direct encouragement to engage in actions almost in a game-like 
encouragement. Along with most of the pictures – located beneath them – are short 
phrases stating whether or not you have completed the task. You can earn ‗points‘ by 
completing different actions – a tactic that was also employed by the Bush-campaign 
in 2004, and proved to be quite efficient. As Turk explains in From the Air to the 
ground, ―people got hooked on the leader board... they had to be number one‖. In the 
same way, the point-system on McCain‘s website engages people to become more 
and more involved, doing actions that will earn them ―points‖. (Vaccari, 2008: 655).  
For Obama, the Action Center is almost exposed directly on the first page of 
Obama‘s site, where concrete activities within mobilization are mentioned in some 
boxes to the right. Here is a direct shortcut for the ―active‖ viewer immediately being 
directed to his field of interest. Obama‘s Action Center is divided into two sections. 
One is simply called ―Action Center‖ with the question ―How do you want to help‖ 
beneath a countdown to the Election Day. By clicking three lines, ―I‘ll talk to 
anyone‖, ―I‘ll talk to my family, friends and neighbours‖ and ―I want to help on my 
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own‖, one can get different actions to participate in. The other Action Center can be 
reached from this site through a link called ―Organizing Resource Center‖, above the 
image of an open laptop with Obama‘s logo on the screen. The focus in this Center is 
a media-player where you can chose between different tutorials such as canvassing, 
and phone banking.  
     
The online efforts  
To have a closer look at the different opportunities to get involved and how they 
are presented, we have divided them into online and offline opportunities. When 
looking at the action centers, there is a big difference between the online actions that 
the two candidates have chosen to focus on. 
McCain‘s action center offers the following online activities: 
―Recruit 10 friends‖: As on the main page, this referential function is a picture that 
resembles the MSN-logo
3– the stylized image of a faceless green figure, with two 
blue ‗friends‘ behind it. Beneath the picture is a short line of text, saying that ―You 
have not completed this‖, again – seemingly – referring to the game-like way of 
gathering ‗points‘. The MSN logo raises a recognizable feeling, as most people 
familiar with new media are well-wandered in the use of the program. By making 
these green men refer to the familiar ones in MSN, some of the same feelings arise – 
it is trendy and up-to-date and reminds one of social contact, having your friends at 
hand and being part of a community, thus it also caters to young voters, as they are 
the majority of the users of this program. Both candidates have been aiming towards 
mobilising young people, as they are becoming an increasingly powerful force. In 
this election, the 18-29 year olds composed 18 % of the total amount of voters (CNN, 
exit poll, 2008). The youth is more familiar with the online media, and thus the way 
to reach them is through websites. 
                                               
3
 MSN stands for Messenger; an instant chat-program. 
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―Spread the word‖ is pictured as two text-bubbles in the same green and blue 
colours as the MSN-like logo from the ―Recruit 10 friends‖. Inside the text-bubbles 
are quotation-marks, as though ready to receive some sort of text (perhaps a quote 
from the voter). One of the bubbles overlaps the other, implying a continued 
conversation or discussion (in relation to the colours and shape of the bubbles, 
perhaps spreading the word by MSN). ‖Tell others about John McCain‖ clarifies the 
intention of this action.  
―Register to vote‖ has the logo of a box, decorated as the American flag (the lid 
completely blue, the sides lined by changing stripes of white and red with a border of 
stars at the top), which might make the necessity of voting more pressing as it 
becomes a ―patriotic‖ act; you do not only register to vote for a candidate, but for 
your country. A small white note with a red yes-‗tick‘ - as though someone had 
already filled out a ballot - is seen on the top of the box, looking as though it is being 
submitted. ―Be sure to register to vote‖ stands beneath the picture.  
Obama‘s Action Center (not his Resource Center) has no illustrations and is 
build of neutral and dampened colours, mainly of white and blue. His online actions 
are focused around enabling people to find the information that they are looking for. 
There seems to be no opportunity to ‗recruit‘ people to the website, as with McCain. 
Instead, you are given links to FightTheSmears.com, with the opportunity to fight 
smears yourself as well as recruiting friends. You can also share campaign videos, 
emails and blog posts through email, read up on news on the ‗HQ blog‘, the 
campaigns official blog and finding information on how to vote as well as helping 
others registering.  
 
The online community 
Both Obama and McCain have many different ways of allowing voters to get in 
contact with each other over the Internet. From McCain‘s Action Center, it is possible 
to create a McCain Space.  McCain‘s space is the headline of an image of a blue 
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globe with white lines crossing each other on the surface, larger white ‗dots‘ on the 
lines as a stylized version of the way the Internet spreads across the entire globe with 
―knots‖ of online gatherings, ‗spaces‘ or perhaps people. ―You have not created your 
page‖, beneath the picture again refers to it as a sort of ―achievement‖ to earn points 
for. 
Through Obama‘s Action Center, you can join the online community 
MyBarackObama.com which offers the same as the Dean-campaign‘s use of 
MeetUp.com to find local events, groups and arrange events.  
Both of the communities are presented in the most attractive way, with the 
opportunity to shape the page after the supporters wants and needs. With possibilities 
such as having a personal blog that allows the voter to express personal opinions and 
beliefs, uploading videos and pictures, it becomes a way to create a network that 
might connect your to anyone across the globe, creating the same feeling of being 
part of a community as Facebook, MySpace and MSN. The disadvantage of this is 
that one is free to write whatever within the network, which can create sabotage 
(Haug, 2008, ―Obama Online On Target‖). The misuse of all the tools and material 
published online will be elaborated on later.      
McCain also has Social networks – ―Connect now‖ in the section beneath the 
main part of the Action Center. This section is called downloads, even though the 
social networks has no connection to downloading. Again it is shown as a blue globe 
with white lines across the surface. Pressing it will lead one to another page – with 
the subtitle ―Connect with others‖, with links to groups or movies on Facebook, 
MySpace and YouTube that are related to John McCain, offering to give special 
updates, videos or to become a friend of John McCain through the sites.   
    Barack Obama on the other hand gives a full list of the various other pages that he 
can be found at on the front page, with the headline ―Obama Everywhere‖. 
This focus on creating communities is an essential point of mobilization. When a 
mutual exchange of e.g. opinions between actives occurs, Thorlacious refers to this 
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engagement as a ―conversational interaction‖; a two-way communication 
(Thorlacious, 2002: 87) – between either the managers of the campaign and actives or 
between the actives themselves. As mentioned earlier, it is the perfect way to get 
voters more interested and engaged, if they are able to express their ideas and find 
likeminded in their networks; furthermore in neighbourhoods. And as explained, both 
the opportunity to join networks, getting ones own webpage edition and becoming 
more personal with the candidate is all transmitted to ones engagement further on. It 
becomes a part of other activities, thus are bigger part of ones conscience. This 
functions as a stimulus into becoming further committed – offline.  
 
The Offline Efforts 
The offline efforts are quite interesting and also the largest part of the Action 
Centers, as they refer to the actions that will have to be taken from the Internet and 
performed outside of the computer – transmitting online to offline. This is the main 
idea with the online mobilization, as the various methods of calling people, door-to-
door and home parties come into play. This communication pattern where the 
volunteer can download different material, which the Action Center provides is a 
―consulting interactive function‖; meaning that the volunteer requests the material to 
have at his disposal, even though it is owned and administered by the campaign 
management. 
McCain‘s various actions in this part are very traditional, except for the 
opportunity to make phone calls from home:  
“Make phone calls” offers a picture of a phone, referring to the opportunity to 
download a list of numbers and call from your own home. Beneath are the words 
―Make the difference‖. 
“Download flyers” is followed by a picture of a white paper-star, perhaps referring 
to the stars on the American flag. In this section you can download flyers to distribute 
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in your neighbourhood and – as the subtitle beneath the picture states - ―Spread the 
word in your area‖ 
Host an event has a picture that doesn‘t directly connect with the title – a red circle-
shaped form with a ‗leg‘ that sharpens downwards to a tip, the circle containing 
outlines of a white star - the star from McCain‘s logo. This refers to the previously 
mentioned parties, as the subtitle states: ―You have not hosted a McCain Party‖ 
Attend an event is accompanied by a picture of a regular yellow house, that could be 
any house in America, illustrating the action of holding a party or event at home, as 
previously mentioned. Beneath are the words ―You have not attended an event‖. 
Downloads – as previously mentioned – is a different section beneath the volunteer 
Action Center and contains three different parts (one described in online actions).  
Site tools – Download Icons, images and More is followed by a picture of a large 
green arrow pointing down (as the arrow for downloading) in front of a grey box that 
looks as a component from a computer, offering to download screensavers, images 
and other things to place on your computer to show your support.  
Take action – In your state has a computer-screen showing a map of the different 
states and, enabling you to continue to a page where you can receive more 
information on campaign actions in the different states. 
All of the symbols used to demonstrate different actions – this includes both 
online and offline action symbols – are ―metonymes‖ – meaning that they make you 
recognize what the action involves immediately. Thus they are also ―referential‖ 
functions, as previously mentioned. This is important for the website in order to 
address a wide audience. All viewers should be able to navigate around within the 
Action Center regardless of their age and technical abilities.     
Obama‘s Action Center in comparison offers some of the same actions. There is 
the opportunity to ―make calls from home with our online tool‖ as well as 
volunteering with the campaign in the viewer‘s area and hosting a phone bank. 
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This is however where Obama‘s Resource Center needs to be taken into 
consideration. The Resource Center offers tutorials on all the major parts of 
mobilization; Voter contact, phonebanking, canvassing – even an introduction on 
how to use Barack Obama‘s website properly to become active. This differs from the 
more traditional methods that we have mentioned previously. In way of mobilization, 
this is a brilliant move. Taking people in to training them face to face would be both 
time-consuming and costly, but with a single video introducing canvassing, even the 
most insecure voter can feel prepared to go knocking on doors in minutes or host an 
event in their own home. This maximizes the utility of the deployment process – on 
the one hand reducing the campaign costs and thereby gaining the greatest benefit in 
terms of promotion.     
 
Imperatives used throughout the websites and within the Action Centers 
On McCain‘s site the small but quite visible blocks requesting the viewer to join 
the McCain team are likely referring to the ―engaged‖ and ―active‖ people. Of course 
the more people joining, the merrier, but it is unlikely for an ―interested‖ citizen to 
immediately sign up for team, thus these imperatives such as ―Join the team‖ and 
―Speak out on the debate‖ are more aiming towards the potential volunteers. These 
ads are also to be found on Obama‘s page, where they are just as conspicuous. 
Imperatives are used here as well, e.g.‖ register to vote‖, ―knock on doors‖, ―make 
calls‖, ―take action today‖ etc. In general both websites contain many imperatives on 
mobilization, requesting for people to involve themselves. As within the Action 
Centers you cannot avoid noticing all the attempts on convincing you into signing up 
as a volunteer. All of the actions there are divided into a picture beneath an 
explanatory text, followed by another line of text and a highlighted blue button, 
designed with shadows and light to look 3d, with the single word ―GO‖ on them. The 
use of the conative function is used similarly as when trying to get people to donate 
money – cf. fundraising analysis.  
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3.12 Decentralisation 
As seen from the above, McCain has focused on already known methods, only 
making them available to his volunteers, where Obama has provided tutorials and 
guides to make every interested volunteer into the previously mentioned mini-
campaign organizer.  
In the aspect of mobilization, the presidential campaigns of 2008 have shown 
great progress. After the 2004-election, Christian Vaccari predicted that the 
campaign-leaders ―must partially abandon the command-and-control hierarchical 
models of the past and more openly offer their stakeholders access to information and 
resources that used to be available only within the organization‖(Vaccari, 2008: 661). 
This allowed the volunteers to be increasingly more involved in the course of the 
campaign.  
As seen in this year‘s election, especially Barack Obama has succeeded in 
―opening up the campaign‖, creating the net- and grassroot organization that many 
have dreamed of for years (Haug, 2008: ―FO + NTL + GOTV…‖). Although many of 
the methods that Obama has used were put in effect by John McCain as well his 
focus has clearly been less on creating ‗netroots‘. Instead he has relied on the more 
traditional method of phone banking, renewed by the downloadable lists of phone 
numbers that is also seen in Obama‘s campaign allowing the volunteer to make calls 
from home. This might be caused by the fact that McCain has been financially more 
limited compared to Obama. In ―Get Out The Vote‖, by Gerber and Green, it is 
claimed that a ―face to face‖-campaign is – despite being more expensive – the most 
effective. 
Barack Obama‘s ―ace‖ has been his online movie-guides to every aspect of 
canvassing as well as the use of his homepage as a tool for voter-campaigning. This 
enables anyone to become a ―miniature-campaign‖ without having to spend large 
amounts of funds or time to make volunteers more intimate with voter-to-voter 
contact.  
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4.1 Theory – Fundraising 
 
4.2 “Money is the mother’s milk of politics”  
Fundraising is an ongoing process. In order to secure the growth and the 
continuous income of donations, it is highly important to outsource the responsibility 
to a fund-raising coordinator. (Tuman, 2008: 27). Presidential Campaigns (and 
campaigns in general) are large processes that require extremely careful and 
professional planning, which usually start a long time before the actual campaigning 
begins. They are expensive to finance and therefore it is essential for the candidate to 
hold a big organization of campaigners, media professionals, volunteers, contributors, 
journalists etc. (Ragone, 2004: 218). As mentioned earlier, campaigns are heavily 
centred on the candidate as opposed to the party. Therefore, the candidate and his 
team must raise money for his own campaign process, not the parties. In the early 
beginnings of a campaign, the candidate and his team are primarily focused on 
fundraising and hiring the best professionals to support the campaign.                            
In terms of fundraising, timing is everything. It is crucial and obvious that the 
sooner in the race you raise more money compared to your opponent; you can 
outspend them and/or scare them out of the presidential competition (Ibid; 209). 
Before moving further on it might be a good idea to define what the word fundraising 
actually means. Fundraising is ―the act or process of raising funds, as for non-profit 
organizations or for a political cause. Furthermore, a fundraiser is the person who 
solicits contributions, pledges or a gathering held for such solicitation: a fundraiser to 
aid the campaign of the senate candidate‖ (Webster‘s Encyclopaedic, 1996). 
―The level of campaign spending is related to the candidates‘ chances of winning 
and the closeness of the contest‖ (Bibby, 2003: 246). The funds raised by a campaign 
pay for campaign consultants, media consultants, expensive television 
advertisements, and not least campaign headquarters and management. A good 
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example would be the this years campaign where Obama has raised more than 450 
million dollars while McCain -who has restricted himself by accepting governmental 
support funds- has about 230 million dollars at his disposal (Haug, 2008, ―Obama‘s 
Internet Revolution‖). This fact of course enables Barack Obama to finance more 
television ads, hire better consultants. It is furthermore reflected in his popularity on 
the Internet. 
 
4.3 Historical overview 
Fundraising as philanthropy 
―Tracing the evolution of American fund raising reveals that public relations 
have been a substantial force in the rise of philanthropy giving to its present 
unprecedented heights.‖ (Cutlip, 1990: xxxi). It is a typically American story, the 
evolution of fundraising; from the individual ‗begging missions‘ of the early 
centuries into contemporary time‘s multibillion-dollar height. As Scott, Cutclip 
(1990) continues; ―This evolution has had a profound effect on American 
philanthropy, on the institutions it supports, and on the getting and giving of funds. 
The public relations expert and the professional fund raiser have played key roles in 
this evolution. The growth of American philanthropy in the twentieth century has 
been nothing short of spectacular.‖ The development of donating can furthermore be 
traced back to the mobilization skills and by ―using an accumulating expertise and 
exploiting the growing power of the mass media, they have done much to educate the 
American people in the habit of giving. In the process they have lifted America‘s 
philanthropic gifts to more than ten billion dollars annually‖ (Cutlip, 1990: xxxii). In 
other words; it is a twentieth-century development in America, to use organized 
philanthropy supported by systematic fundraising.   
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General Fundraising before 1900  
―Philanthropy, in America‘s first three centuries, was carried along on a small 
scale, largely financed by the wealthy few in response to personal begging appeals.‖ 
(Cutlip, 1990; 3) And the raised amount of money was usually contributing to the 
churches, to the pitifully poor, schools and colleges. ―There were few organized 
drives, in the modern sense, before 1900. World War I and the decade that followed 
provided the seedbed for the growth of today‘s fund raising and today‘s people‘s 
philanthropy. Nonetheless, America‘s modern high-pressure, fund-raising drive has 
its roots deep in the nation‘s history.‖ (Cutlip, 1990; 3). ―[..] popular philanthropy in 
the United States is a great democratic strength.‖ (Cutlip, 1990; 3) Fundraising has 
progressed from the ‗begging mission‘ of the colonial period to advanced organized 
activity of our times. Skills and techniques of fundraising and professional 
fundraisers have had a great deal of influence on that. Modern fundraising, carefully 
planned, wisely promoted and aiming at a broad group of people, ―has made 
American philanthropy a people‘s philanthropy.‖ (Cutlip, 1990; 3)  
One of the forefathers that made a great impact on the American philanthropy 
was Benjamin Franklin
4
 (1706-1790). He was a creative and very successful 
fundraiser as he ―wisely planned his appeal and carefully catalogued his prospective 
donors.‖ As when Reverend Gilbert Tennent came to him and asked for his help 
raising money for a church project, Benjamin Franklin answered; ― In the first place I 
advise you to apply to all those whom you know will give something; next, to those 
whom you are uncertain whether they will give anything or not, and show them the 
list of those who have given; and lastly, do not neglect those whom you are sure will 
give nothing, for in some of them you may be mistaken,‖ (Cutlip, 1990: 6). Benjamin 
Franklin believed in collective, voluntary approach.  
                                               
4 Mostly recognised as one of the leaders of the American Revolution (1775-1783) and founder of the Ivy-league 
University of Pennsylvania 
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Internet fundraising history                                
―Modern campaigns must also interact with new media – specifically with the 
Internet - at every level of political election: local, state, or federal‖ (Tuman, 2008: 
208). The first use of the Internet by a presidential candidate was commenced by the 
Clinton campaign in the 1992 election (Bimber and Davis, 2003: 23). During his 
campaign, Clinton employed the Internet for campaign-related information such as; 
full text of candidate speeches, advertisements, position papers, and biographical 
information about the candidates (Ibid: 23). However, only few voters had access to 
the Internet and it only satiated a smaller group of curious academics (Ibid: 23). At 
the end of the 1980‘s the use of Internet was limited to a small amount of academics 
and computer specialists. Even during the midterm election in 1994 the access to the 
Internet was available only to 3.5 million adults (Ibid: 21). The use of Internet in 
campaigning, especially the use of online fundraising has increased largely over the 
last few years. The 2000 election stands out in the degree of effect, money and 
innovation (Ibid: 3-4). These fundraising activities constituted the third major 
category of Internet-based campaign activities (Ibid: 60). For major presidential 
candidates the Internet became a component of the campaign rather than an 
afterthought – serving as a vehicle for targeted information dissemination; supporter 
reinforcement, volunteer recruitment, fund-raising and voter mobilization (Ibid: 4). In 
2000 half of the American adults were Internet users (Ibid: 4). Furthermore, 1/3 of 
the Americans went online for political information, news, and related activities 
(Ibid: 4).  Throughout time, it has been shown that the way to fundraise whether we 
are talking about Internet or regular fundraising was to find few but rich donators, 
and then get the limited amount of money from them. This traditional method of 
fundraising demonstrates ―that the biggest donations flow to candidates who 
successfully employ a strategy that bends the spirit, but never breaks, campaign 
spending laws‖ (Tuman, 2008: 209). A good example is the 2000 presidential 
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election where both parties used the fundraising method bundling. By the expression 
bundling is meant that one puts all effort into already large donors, so that they 
encourage their own network of wealthy friends to also write checks for 1000 dollars 
for the candidate. (The maximum limit for individual contribution in 2000 was 
limited to 1000 dollars). The friends then match each other‘s donations and then 
―bundle‖ the amounts together and hand them in (Ibid: 210). ―In that year Governor 
Georg W. Bush got almost half of his money with a little under 60.000 donations of 
1000 dollars.‖ (Ibid: 210). The democrats used the same method but did not succeed 
in the same way. Bush‘s attempt however was so affective that it scared the most 
serious republican rival candidates away. According to Barnes (2008); in comparison 
with the current presidential election ―Obama's financial advantage over Democratic 
rival Hillary Rodham Clinton enabled him to outspend her in the string of post-Super 
Tuesday contests in which he built his lead in pledged delegates and established 
himself as his party's clear front-runner‖. Moreover, bundling is a consequence of the 
limitation upon personal contributions from any individual ($2300 for each election, 
with a total of $4600 for a primary and general election as of 2007). Bundlers became 
especially important after the 2002 revision to campaign finance law made 
unrestricted soft money
5
 more difficult to get through corporation and other big 
organizations (Ibid). Bundling had existed in various forms since limits on 
contributions were enacted at the federal level and in most states in the 1970s 
(Emily‘s List, 2007).  
Another way to fund campaigns is by making use of public financing. ―Public 
financing is a voluntary system that gives a limited amount of public funding to 
qualified candidates for office.‖ (Common Cause, 2008). There are two ways to go 
                                               
5 Soft money; Funds spent by organizations that are not contributing directly to the candidate, campaign or the political 
party, and which do not "expressly advocate" the election or defeat of a candidate (David D. Kirkpatrick (2007-08-31). 
"Use of Bundlers Raises New Risks for Campaigns", The New York Times). 
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about public financing. The first is called full public financing system, and functions 
as the candidate provides public support by collecting a certain number of small 
donations from voters – usually 5 or 10 dollars – and must then agree not to accept 
any further donations from other private sources. The amount of money received 
from public funding is set by the average cost of the race for office. The other system 
is a partial public financing system, which is the most interesting one because it is 
usually used in presidential campaigns as it provides the candidates with more 
freedom (Ibid.).  
In 2002 the Republican incumbent senators were much more likely than 
Democratic senators to have websites dedicated to the midterm election (Bivings 
Group, 2002). On less than half of the dedicated personal campaign websites for 
senators and representatives, one could find links to secure online donations, where 
visitors could donate directly through the website (Ibid: 209). The 2004 presidential 
race ―redrew the map where websites and online solicitation of campaign 
contributions were concerned‖ (Tuman, 2008: 209). Even though Howard Dean 
might best be remembered as the politician who asked intrusive questions about the 
war in Iraq, his true accomplishment was ―in the realization that the Internet provided 
a wealth of new opportunities for grass-root organizations and campaign fund-
raising‖ (Ibid: 209).  
By comparing the 2000 fundraising to Dean‘s 2004 fundraising, the big 
difference is the use of the Internet connection through his website and also his 
grassroots organization. He raised what came to be a record of funds for a 
Democratic candidate; third quarter of 2003 leading into 2004 presidential race 14,8 
million dollars where brought in by Internet fundraising, in the fourth quarter the 
Dean campaign had brought in another 15.8 million dollars. This number was 
reached with only small donations of about 100 dollars per person – as opposed to a 
1000 dollars mentioned before in Bush‘s campaign. And even though Howard Dean 
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did not make it into the presidential race he most definitely changed campaigns‘ 
approach to fundraising. (Ibid: 210).   
 
4.4 New phenomenon “online donation” 
The phenomenon of online fundraising is relatively new (about 20 years old; 
introduced by the Clinton campaign in 1992). However, the way in which we use 
online donations has changed radically since then. Howard Dean can be distinguished 
as a ―first mover‖ of the use of both an online campaign and a successful online 
fundraising. Certainly Dean was not the first candidate to employ online 
campaigning; however, he was the first candidate that made it work (Haug, 2008 
CBS). All though Howard Dean managed to raise a lot and had a campaign almost 
solely online it was not enough. Howard Dean was just the beginning of a new way 
of fundraising. 
With 1, 5 million online donors Barack Obama has created a digital 
breakthrough (Haug, 2008, ―Obama Online On Target‖). He has continued what 
Howard Dean started in the primary elections in 2004 (Ibid). According to Haug 
(2008), the revolutionary phenomenon about Obama, is that instead of targeting the 
wealthy community he turns to the average American, the ―ordinary people‖, and 
instead of getting big amounts of money at once, he gets small amounts several times. 
―In political circles, the generally accepted definition of a "small donor" is someone 
who contributes less than $200. Through February 2008, about 90 percent of Obama's 
donors fit that description.‖ (Barnes, 2008). ―Obama has used his financial edge to 
turn once-reliable Republican states into hard-fought battlegrounds. He has outspent 
McCain eight-to-one on television advertising in North Carolina and three-to-one in 
Indiana, both states where a Democrat has not won for 30 years‖ (The First Post, 
2008). Barack Obama has changed the conventional way of raising money, he has 
gained support from the ―ordinary people‖ (Haug, 2008, CBS).  
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4.5 Analysis 
Benjamin Franklin‘s advice6 can quite easily be set up against today‘s 
fundraising campaigns. John McCain has created a special design for his website. At 
the top of the site he has placed a menu bar where one can chose e.g. ―supporter‖, 
―undecided‖ and ―unregistered‖. Here the page adapts depending on which link the 
visitor chooses. By using these means the messages on the website conforms to the 
audience. Barack Obama, on the other hand, has taken the step even further by 
targeting all kinds of groups in the society by calling it ―Obama everywhere‖, which 
entails using Facebook, YouTube, and MySpace. Through his employment of the 
new web 2.0, Obama reaches broad and makes use of a network that applies to almost 
everyone. They both have an online store where one can buy t-shirt, cups, pins and 
buttons, the money spent contributes directly to the fundraising campaign. This goes 
to show that both McCain and Obama have learned lessons from the forefathers in 
fundraising history; by making an appealing strategy and classifying their prospective 
donors, they are very goal oriented.  
― Far too many of today‘s online donation pages are what Phil Noble of 
www.politcsonline.com calls ‗electronic tin cups‘; they merely consist of an email 
form with entry fields for credit card numbers and compliance information, instead of 
a page with a (tested and/or customized) solicitation, connected to a secure 
transaction system,‖ (Cornfield, 2000). With this comment, you can say that it puts us 
right back to the ‗begging mission‘ in the colonial period. However, we can see that if 
that was that case, today‘s fundraising would not have made headlines in the news 
saying ―Obama revolution‖, or ―You're not going to start a campaign and say, ―This 
wild Obama thing, I'm not going to bother.‖ You're going to hire a guy and say, Make 
this work for me,‖ (Barnes; 2008).  
                                               
6
 “In the first place I advise you to apply to all those whom you know will give something; next, to those whom you are 
uncertain whether they will give anything or not, and show them the list of those who have given; and lastly, do not 
neglect those whom you are sure will give nothing, for in some of them you may be mistaken‖ (Cutlip, 1990; 6). 
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4.6 Small and big donors – according to history 
A pioneer within small donors and online fundraising again is Howard Dean in 
2004. ―Dean became the first presidential candidate to center his early efforts and 
cement his early support online‖ (Graf, Reeher, Malbin and Panagopoulos, 2006). 
Howard Dean‘s campaign attracted a lot of people, among other especially people 
who contributed small amounts of money (100 dollars or less), people who donated 
online and people giving for the first time. Dean ―raised more money online than any 
candidate before him, and he raised greater proportion of his campaign funds from 
donors giving 200 dollars or less‖ (Ibid.) furthermore, this fits the description of 
small donors. As mentioned earlier Dean did not make it to the final race but the 
unusual was that after Dean was gone both major party candidates shifted their 
fundraising tactics and now aimed at small donors
7
. 
―Large donors also exert their influence by bundling- the practice of one person 
soliciting donations from others, usually friends and acquaintances. Bundling surged 
in 2000 (especially with the Bush campaign) and continued apace in 2004. But 
―Although the vast of majority were small donors, the bulk of the money came from 
large donors,‖ (Ibid.). Meaning that, if put together, somewhere in between 1.1 and 
1.5 % of the adult population gave to a presidential candidate in 2004, compared to 
2000 where 0.4 % donated. So why was the ‗American philanthropy‘ in 2004 so 
present? Well, Internet access was more readily available and the information online 
made it possible for donors to seek the knowledge they wanted to have about the 
candidate and then it was all over easier for donors to give because the campaign 
―actively promoted online giving,‖ (Ibid.).  
                                               
7
 John Kerry had raised 37 % of his total contribution from donors who gave 200$ or less, and President Bush raised 
31% (Graf, Reeher, Malbin and Panagopoulos, 2006). In comparison to 2000 election Al Gore raised 20% and George 
Bush 16%.  
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The easy accessibility and the campaign promoting online giving has only become of 
a larger importance today. Obama and McCain both have a lot of ―keys‖ to donate on 
their websites. Differently highlighted and created to catch the viewer‘s attention and 
make them donate.   
 
4.7 Campaigns 2008 – different ways of getting donations 
This year‘s election has been characterised by the big influence of the Internet 
and especially Obama‘s campaign revolution, or should one rather say Obama’s 
Internet Revolution. Obama has made possible what others only dared to dream of 
(Haug, 2008 ―Online On Target‖). He has led an effective campaign both online as 
well as offline and made a new record within fundraising. He has beaten all odds and 
funded the most expensive campaign in history. However, McCain was actually the 
first republican candidate to benefit from the Internet fundraising in 2000; ―the week 
after the senator from Arizona won the New Hampshire primary that year, supporters 
flooded his campaign website with 2.2 millions in contribution‖ (Barnes, 2008).  
Nevertheless, eight years later he is not the front runner rather Obama‘s successor. 
Due to the fact that McCain choose public financing system through the general 
election, he has faced a limit on what he was allowed to spend on: $84 millions. 
Consequently, this puts him in an unfortunate situation compared to Obama 
(opensecrets.org, 2008). Although McCain lost the race, he came a long way from the 
early days of the campaign, when he appeared to be nearly broke (Ibid.). 
 
4.8 Conative and interactive functions  
Throughout Obama and McCain‘s websites the use of conative functions is 
striking in terms of fundraising. It is very hard to miss the ―opportunity‖ to donate or 
contribute money to the two candidates. Certainly the use of conative functions is 
deliberate. A conative function is, as earlier mentioned; …the purest grammatical 
expression in the vocative and imperative (Thorlacius, 2002: 72). Donate! 
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Furthermore, it is not a question and can therefore not be challenged by asking ―it is 
true or why‖, it is rather an order, or a command; donate now! Moreover, the use of 
conative functions is significant when dealing with homepages that have a purpose 
e.g. to raise money. Here, the addressee is the interested, engaged or the active, who 
is actually interested in supporting the campaign. Thus, the use of conative functions 
is crucial, when trying to appeal to the addressee‘s opinions or actions (Thorlacius, 
2002: 72). 
All over Obama‘s website the use of conative functions continues. Obama is 
constantly encouraging people to ―get involved‖, ―take action‖, and ―donate‖. At first 
glance of the website the red link ―DONATE‖ on the right side top of the page is 
impossible to miss. Obama has chosen to use the term ―Donate‖, which by Webster‘s 
definition means; to present a gift, grant, or contribution. It is on the other hand rather 
ironic that the word ―donate!‖ indicates to present a gift, when Obama uses it as an 
imperative; give me money now! From a Danish point of view one might find it a 
somehow repulsive whereas in a country as America donating and hereby supporting 
different causes is part of the culture. However, when entering the page after the 
election, the link has changed to ―Please Donate‖ which one might find less of an 
―order‖. 
Obama also makes use of the interactive function, where the addressee can 
purchase some information or, in this case, a product through the website (Thorlacius, 
2002: 88). On Obama‘s website one can by donating receive, a bomber sticker/a car 
magnet. In this case both the addresser and the addressee benefit from the transaction. 
However, it can be concluded that it is a very advantageous deal for the addresser 
given that he receives money, support and almost free advertisement. 
Almost at the top of McCain‘s website the link to contribute is placed. One 
could analyse this as of high priority given that it is at the top – first on the agenda. 
The word ―contribute‖ is worth examining. By Webster it is defined: to give (money, 
time, knowledge, assistance, etc.) to a common supply, fund, etc., as for a charitable 
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purpose or to contribute with something (ex. expertise).  Furthermore, McCain 
employs the term ―contribute‖ to activate supporters to do something, take action and 
as a request for money. By using the same term one could think that McCain seems 
more interested in the financial aspect of the campaign rather than mobilising voters. 
Compared to Barack Obama, who is clearer and employs ―donate‖ for financial 
affairs and ―get involved‖ for mobilization. Furthermore, to create attention on the 
conative functions McCain has highlighted all the links to donate money or 
contributing in orange and gold.  
 
4.9 A new way of fundraising –everything counts 
During Dean‘s campaign in 2004 he made use of special technique for 
fundraising. Dean‘s director of grassroots fundraising, Larry Biddle, came up with 
the idea of a fundraising thermometer see enclosed (Wired.com). Ideas like this are 
crucial to fundraising campaigns in order to keep reminding people to donate and be 
active. The Obama campaign came up with the idea of using AdWords, which is a 
part of the most popular search engine Google. AdWords allows a campaign (or other 
advertisers) to sponsor an ad that pops up next to the results page when a user‘s 
search includes particular key words. The campaign only pays Google when someone 
actually clicks on its ad (Barnes 2008). Along the way the campaign acquires more 
words, and is able to find out which words are linked to people actually clicking on 
the ad, ―this information can help the campaign tailor messages to particular subsets 
of Obama boosters‖ (Barnes, 2008). Another idea was the ―Brownbag it for Obama‖ 
where the campaign encouraged supporters to bring lunch to work, and donate the 
saved money to Obama. 
 While McCain has constructed his homepage as a memorial tablet over his 
years in Vietnam, Obama has created an unstoppable money making machine without 
any historical counterpart (Haug, 2008, ―Obama vs. McCain‖, 2008). Even though 
Obama politically has dissociated himself from President Bush, he has closely 
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studied Bush‘s use of grass-roots during the election 2000 and in 2004. Bush created 
a national net of grass-root members by means of new technology and comprehensive 
voter analysis (Haug, 2008, ―Obama Online On Target‖, 2008). Moreover, Bush 
made use of micro-targeting, where people are analysed almost individually. In this 
way potential voters can be contacted by phone, mail etc. with messages that have 
been targeted exactly after their preference and worries (Ibid). The problem with 
Dean‘s campaign was that there was not sufficient connection between his support 
online and what took place offline. Barack Obama has ―borrowed‖ from both Bush 
and Dean, he has merged the experiences from the Dean Internet-based money 
machine with the Bush campaign‘s Internet organised grass-root movement (Ibid). 
Furthermore, one can believe that the John McCain campaign will be the last 
traditional top-down campaign in American history of election. Obama has proven 
that the bottom-up campaign is not, as many politicians expected the same as giving 
up control (Ibid.). Instead, Obama is letting his supporters take responsibility and 
help control the campaign. Basically, Obama is the first to realise the disciplinary 
bottom-up and top-down, broad reaching and variable organisation campaign driven 
by volunteers (Ibid.).  
 
4.10 From fund-raising to “net-raising”  
In the end, online fundraising provides a new and inexpensive tool. The 
candidates can raise money without lifting a finger. Instead of hosting or attending 
fancy parties with the rich community in order to secure money; it is all taken care of 
through the website. Additionally, the use of the Internet also makes it easier for the 
average American to engage in the election e.g. by donating because the ―online 
political communication tends to adopt a more familiar and informal tone, precisely 
because it addresses people who share the campaign‘s goals and perspective.‖ 
(Vaccari, 2008: 656). Furthermore, raising money over the Internet is relatively 
inexpensive if one compares it to more conventional methods, as before mentioned; 
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events, knocking on doors or calling potential supporters. Moreover, according to 
Astrid Haug (2008); by only raising/making a little amount at the time, one can ask 
for more later on. In other words, Obama has created a money milking machine, that 
can continue to ask people for a ―little more‖.    
 
5. Discussion 
In the following chapter we will discuss our analysis from a visual and political 
communicative perspective. The aim of this discussion is to reflect both critically and 
positively on our discoveries throughout the project as well as provide a basis for the 
conclusion.     
 
5.1 Politics for the right reasons? 
Obama has led the most expensive campaign in history. A great amount of his 
funds stem from Internet donations. An ongoing discussion has been whether leading 
a million-dollar-campaign is politics for the wrong reasons. Some state that the U.S. 
is going down a wrong path where money is becoming more important than the 
politics of the candidate. As seen on the webpages the interactive ―Donation‖ option 
is visual several places and more central then e.g. ―Issues‖. During the race Obama 
outspent Clinton (Luo, 2008), who was popular and well known from being a N.Y. 
Senator and former first lady, as well as he was a McCain superior with more than 
500 mill. 
A counter argument to this may be that the money Obama has raised has been 
collected nationwide from small donors. Obama has ―democratised‖ the process of 
fundraising for the election by using the Internet. By democratised we mean that no 
amount was too small and the possibility of donation was very easily accessible. 
From this perspective money is not the crucial factor for determining the election 
outcome. Nevertheless, if one looks at Obama, who is a young president-elect and 
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black American it is hard to imagine that money has been the decisive factor in order 
to win. However, he has revolutionised fundraising by the use of the Internet. Being 
an unlikely candidate he has needed more than just financial funds in order to win.  
 
5.2 An untraditional candidate 
Seen in this perspective there has been a limited coverage of the candidate 
election within the Republican Party; whereas the Democratic Party has been quite 
hyped. Both Democratic nominees have been from a political ―minority‖ a woman, 
Hillary Clinton, and a black male, Barack Obama. They have both been untraditional 
candidates; however the most unlikely candidate defeated the other and is today 
president-elect. Obama managed to turn the media attention on the candidate election 
within the party to his and the Democrats‘ advantage in order to win the entire 
election. The news value of two untraditional candidates contributed to a more 
interesting choice.   
To draw a comparison, at the previous Danish election in 2005, Helle Thorning 
Smith was elected Social Democrat candidate rather than the more likely, exprienced 
and male, Frank Jensen. She too, was a relatively new face in politics and did not 
have a lot of experience. This battle between the two candidates attracted the media‘s 
attention and consequently the number of party members rose dramatically. Barack 
and Helle Thorning Smith both had ―news value‖ being both young and respectively 
female and black, which one can say may have turned into their favour. 
In the election, McCain fitted the classical presidential profile – a professional 
politician, patriot, well educated and experienced. One might wonder why this classic 
candidate turned out to be defeated. Some may think, as stated in Barack Obama‘s 
slogan ―change‖ that innovation was exactly what the Americans needed. 
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5.3 “Change” - addressing the voter 
Both candidates‘ slogans used on the websites and throughout the campaigns, 
should be seen in a political context. The economy is in serious recession, with an 
increasing amount of people finding themselves in delicate financial situations. 
President George Bush‘s disapproval rate has reached an ultimate high, as people get 
more and more dissatisfied. As the Republican Party‘s popularity decreased, it can 
only seem natural that people look for a solution elsewhere: the Democratic Party. 
Barack Obama‘s slogan is not exceptional or new; it has been used many times, 
in more or less the same versions, previously by opponent parties to the sitting 
government; they represented the ―change‖ coming in. We cannot measure or state 
how much this slogan has actually worked in this campaign, but the idea of change 
has strongly resonated throughout his campaign and in the media. Obama has 
successfully linked the idea of change to his persona. The American people 
responded well to encouragement -the idea of a better time. Furthermore ―yes we 
can‖ and Obama being a good rhetorical speaker capitalised on those factors.  
McCain‘s slogan has also been seen before, maybe not in the same exact form, 
but it plays upon the traditional idea of patriotism and nationalism, which are 
recurrent themes in American political communication. The idea of American 
exceptionalism; the country of America is a special place and the Americans are a 
chosen people, therefore Americans should defend it at any cost. One should 
put‖Country first‖. It works well with the image McCain has promoted and on how 
he intends to run the country if elected. The slogan is strong because it also reflects 
the political climate of the country; seen in the perspectives of the ongoing wars and 
the fear of terrorism after 9:11.  
However this slogan only has reinforcement value to those who agree with him 
on the war. However those who dislike him will feel even more alienated, and as 
more and more soldiers die, Americans are getting notably tired of the war. This can 
be linked to the way they both have chosen to run their campaigns. Obama appeals 
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and encourages further participation of nonvoters; where as McCain appeals to his 
base of Republicans and the values they possess, not attracting as many new 
supporters optimally. 
 
5.4 Distortion of an image 
Both candidates played on the voter‘s emotions using rhetoric, both in text and 
image. However this can at times be misleading, as it does not always portray an 
accurate image.  
Obama is a seen as a strong leader, but one could wonder how much if this is 
because of his actual persona, or is this a construction of an image that is very well 
thought through? On his webpage, there is the mention of ―movement‖, which is a 
reference with strong connotation value. Barack Obama wants the addressees to think 
of his campaign as a movement that comes from the people. However one could say 
that it was more of a political tactic, on grass roots level that very carefully organized. 
This can then be ―twisted‖ rhetorically to be social movement for change, supporting 
Barack Obama. 
On the webpage‘s there is also use of religious rhetoric. Many people view 
Barack Obama as a religious figure, a prophet, and Obama plays on those factors. 
One could wonder whether this is an image that is ethically justifiable, because he is 
not a religious figure, but a politician. He has constructed an idealized image off 
himself, which ultimately is not very realistic. As some scholars and commentators 
have pointed out because of this factor, he might be bound to disappoint during his 
presidency. 
John McCain can be said to have been more realistic in the construction of his 
image. His image was the one of a patriot, a war veteran with a lot of experience, 
which are all known facts.  He campaigned on the basis of his long track record from 
the past. In comparison, Obama does not have much experience so he had to 
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construct a strong image of himself that would make people believe that he would be 
a good president. 
One might consider what the decisive factor in an election is – the actual facts 
about the candidate or the image he portrays of himself and the emotions that are 
associated with them. 
 
5.5 Politics on the candidate webpage 
When entering the front page of the websites, information regarding actual party 
politics is not immediately easy to spot and can only be acquired by accessing links, 
which lead to material about key issues, the party etc. Mobilization and donation is 
the centre of focus. This is somewhat a paradox given that the webpage should 
function as a ground source of political information, rather than merely functioning as 
an Action Center, where the candidate is the only visible product. One would assume 
it to be a tool for citizens to discover both candidate and party politics concerning the 
issues the nation has. Offhand, that does not seem to be the main purpose of the sites.  
When following the U.S. campaign from a foreign perspective – a Danish one – one 
rarely notices the base support of the party or the campaign management being 
mentioned in the media coverage. Thus American politics tend to focus solely on the 
candidate and not the political party. But the candidates are only the ―tip of a larger 
iceberg‖, (Tuman, 2008:13). There are several ―invisible‖ players in the process 
leading the campaign; parties, consultants, surrogates etc. This differs from 
campaigning in Denmark, where one sometimes feels that the entire party is running 
for a position. Several politicians state their opinions, making the entire party visible 
in the media and the main candidate does not usually promote himself as an image so 
extensively. 
In Danish campaigns family relations are not as propagated. One would rarely 
see such relations of a candidate exposed in the media; furthermore use it as an 
important tool in the campaign. However, during the past years there has been an 
85 
 
expanding focus on the candidate and their surroundings outside the political debate. 
Some might say that the Danish political forum is being Americanized. When 
entering Obama‘s website you are immediately met with a picture of his family, 
rather than a portrait of himself. His wife Michelle Obama has also been established 
as an icon in the ongoing campaign, presumably increasing the attention to Obama. 
When transmitting it into a Danish perspective, one could wonder if Anne-Mette 
Rasmussen (the prime ministers wife) participating in the reality show ―Vild Med 
Dans‖, was a political stunt. The show was watched by more than a million viewers 
every week thereby possibly enabling her popularity to benefit him. One could argue 
that moving the focus on him from being a strict political figure into a more relatable 
person, would create a more down-to-earth image of Anders Fogh Rasmussen. 
It should be stated that when you enter Anders Fogh Rasmussen‘s official website 
(Rasmussen, 2008), his personal relations are not exposed as blatantly as on 
Obama‘s. 
Still, the tendency is quite clear: Branding your personal life; elements which 
normally would be considered as a part of ones own privacy, becomes more common 
in other political forums around the world – also in the Danish, where politicians are 
becoming aware of the necessity of personalisation in order to gain success within the 
population. After all, it is already possible to become Facebook and MySpace friends 
with Anders Fogh Rasmussen.  
But personalising the campaign is not just personalising your own but also the 
opponent‘s. Approaching the Election Day the candidates became more aggressive in 
their attacks towards each other. It became less about politics and more about 
personal attacks. This corresponds with what occurs in every election –negative 
attack ads are effective and are used as a last resort to gain voters. The objectivity of 
discussion often works its way from politics to areas out of context; Sarah Palin spent 
150,000 dollars on clothing and makeup, which may appear hypocritical, as it clashed 
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with her image of the average American ―Hockey Mom‖. Or the fact that Barack 
Obama‘s middle name is Hussein which automatically made him a terrorist. 
 
5.6 Bottom-up – top-down 
Delegating the enormous amount of volunteers can be a difficult task and as has 
already been pointed out, should be as pre-planned and controlled as possible. That is 
why the previous mentioned ―bottom up‖ has become the new ―top down‖ campaign‖ 
(Haug, 2008, ―Obama Online On Target‖) – Obama has managed to fully control and 
delegate the enormous amount of volunteers in an efficient fashion. One would 
assume that as soon as responsibility is in the voters hands, it can easily be lost. But 
Obama has shown the opposite, as he has maintained the power but managed to 
establish a solid grassroot-organisation. Until this election that strategy was not 
considered possible or realistic (Haug, 2008, ―Obama Online On Target‖). 
Although Obama has created a bottom-up campaign it is not to be forgotten that 
Obama and his staff are still closely controlling the campaign. The new ―focus‖ has 
shifted from controlling every move of the campaign carefully, to making people 
believe that they actually have a saying in the process. In connection with this one 
could discuss whether Obama is actually leading a bottom-up campaign or if he 
merely wants to give people that idea. However, it should be mentioned that one can 
only strive to lead a bottom-up campaign and never fully execute it given that the 
campaign would not function if everybody were doing different things without 
someone in charge to organize it.     
 
5.7 The downside of online campaigning 
The vast amounts of information as well as downloadable material that can be 
found on either of the candidates‘ websites are freely accessible. This could easily be 
taken advantage of by the opposing volunteers; they could change the content of 
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posters, flyers and comment on speeches before they were given, possibly making it 
harder for possible voters to find information that has not been manipulated.  
Acquiring knowledge of the opposing candidates and their campaign requires 
little more than signing up for their newsletter or registering on their websites. In this 
way, planning a counter-move to events, for example, is easy. As a candidate staff 
member expressed of the use of the Internet; ―You have to remember that while it can 
mobilize supporters, it also mobilizes non-supporters.‖(Campaigning Online, 2003: 
55). 
Apart from that, the security of many of the external websites with the 
opportunity to sign up to follow news on a candidate – Facebook, as an example – is 
low, making the possibility of a hacker downloading the email-addresses of  
supporters and ‗spamming‘ them with anti-candidate or persuasive material higher. 
The higher level of engagement by the voters in the campaigns is not only a 
bonus for the candidates, but could also end with problems as the volunteers take 
more and more control of what actions will best support their candidate.  
In conclusion, controlling the Internet is virtually impossible. The rapid spread of 
news and rumours, whether true or false, makes it a dangerous tool. But it is also a 
very effective one.  
 
6. Conclusion 
We will now answer our cardinal question along with the sub questions 
chronologically.   
 
6.1 Cardinal question 
The candidates have used their websites as an interactive tool in order to 
communicate with the electorate, promote their image, raise funds and establish a 
solid foundation of mobilised voters and to a lesser degree publish their political 
agenda.  
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Many have hoped that the Internet would revolutionise the democratic system 
by providing easier access to information on politics and on-demand voting systems. 
Many earlier scholars noted that that has yet to happen. One would think that 
politicians would publish clear versions of their political agenda and their 
standpoints, especially as they now have the chance to circumvent the colouring of 
the paid media. However this approach is not evident in the campaign of 2008. 
Instead focus is centred around fundraising, mobilisation and in the end self-
promotion and persuasion. One could, however, argue that access to the candidate‘s 
political standpoints has become easier accessible than ever before. However, 
throughout our analysis it has become clear that the websites are primarily focused on 
obtaining donations, mobilising already interested voters and providing opinion 
reinforcement. One cold say that this supports what numerous scholars of the subject 
have predicted; that the Internet would only strengthen traditional means of 
campaigning, transferring them to a new and cheaper medium thus mostly serving the 
interests of the politicians. But in the end it is up to the individual voter to decide 
whether or not they want to donate or become active participants in a campaign. The 
revolutionising use of the Internet in the 2008 election has clearly made it easier and 
perhaps more straightforward to take that step towards becoming politically active.  
 
6.2 Sub-questions 1-3 
The candidates create an image of themselves through self-promotion and visual 
rhetoric by providing as many visuals impressions as possible and also make constant 
repetition of their slogans to appeal to the emotions of the voters. The candidates use 
rhetoric both in images and slogans to subtly convey the desired messages. In this 
way they create the image of themselves that they want the addressees to have. 
It becomes evident when having followed the campaign, and when viewing the 
websites, that Obama‘s website is a central tool in the campaign and that the design 
images and slogans are coherent and follow the style and theme throughout his 
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campaign. In comparison, McCain‘s webpage has fewer images and anaphora, it does 
however, have a simple design that efficiently can engage McCain‘s supporters.  
  
Mobilisation and fundraising are implemented on the candidates‘ websites in the 
form of interactive links. These are interactive functions such as the conversational- 
and consultative function. The links are hard to avoid and are situated at central 
points throughout the websites. 
Through the research of fundraising and mobilisation tools, it has become 
evident that activating volunteers and donors is an essential factor and should not be 
underestimated. The tools available on the webpages‘ have been utilized by active 
citizens with an urge to make a difference in the campaign. The simple and 
straightforward construction of the webpage‘s allowed for easier access to these 
functions such that the gap between the interested voters and active voters is bridged. 
There have been critics as early as 2002 that have claimed that the facilitation of 
more active voter participation through the Internet has failed. This might have been 
the truth until now. As we have seen in the 2004, but especially in 2008, the focal 
point of mobilisation has been uni - and personification. By focusing on ―you‖ the 
campaign establishes a sense of personal responsibility and at the same time creates 
communities of like-minded people. It has become more attractive to be an active 
participant due to features such as e.g. ―MyBO‖ and ―McCainSpace‖. 
As is evident throughout this paper voter participation has never been easier. 
Through the use of Web 2.0 and new Internet technologies, new dimensions within 
activating supporters, securing donations and registering voters will be seen in the 
future., and this years‘ campaign will be copied in future campaigns. 
 
The difference between Obama and McCain is that visually Obama has a more 
detailed website than John McCain. He has made all the information about 
fundraising, mobilization and information and himself easily accessible on the front 
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page as opposed to McCain‘s submenus. In that way the viewer can gain access to the 
desired topic without too many complications. On McCain‘s website the page is more 
compact and you have to have more specific goals in regards to what the user‘s 
intentions are when he enters the page. 
Obama has created fundraising history by taking online fundraising to new 
heights. His emphasis on small donors has been effective. 
Obama‘s Campaign has made use of a lot of new and untraditional ideas such as 
the Google Ads and Brown Bag it for Obama. This has insured constant media 
attention on Obama. McCain‘s fundraising campaign on the other hand has not been 
as successful, as he counted on the more traditional larger donations and therefore did 
not have money rolling in at a constant pace. A further factor is that he limited 
himself by choosing government financial support.  
During the assignment, it has become evident to us that the difference between 
McCain and Obama lies within their different focus. McCain has relied on the more 
traditional methods, where Obama has expanded his methods to fully adapt to the use 
of the Internet as a tool. This can especially be seen in connection to the 
aforementioned Resource Center. Obama has provided tutorials and guides to make 
every interested volunteer into the previously mentioned mini-campaign organizer. 
The heightened sense of power and responsibility within the campaign functions to 
increase the motivation of the voter. 
Both of the candidates have however, used their persona in order to promote 
their campaign. Obama has put more emphasis on establishing an image on his 
website that is visually more coherent with his overall campaign theme in the sense 
of layout, colours and design. The use of anaphora and more explicit rhetoric 
functions are examples of this. His websites thus succeeds at creating a ―we‖-feeling, 
a sense of community. Obama in contrast to McCain then, has managed to convey a 
sense of youthfulness and community. McCain‘s website has more or less the same 
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functions as Obama‘s but stands out as more rigid and conservatively structured with 
the single purpose of providing a tool for his campaign to mobilise voters. 
So in conclusion, the two candidates largely attempt to utilise the same 
communication tools but it is more or less evident that Obama has implemented and 
made use of them in a more effective and appealing way. However one cannot 
conclude from the above that, this is the reason Obama won the election. There are of 
course numerous other factors –offline as well as online- that have been a factor in 
the result of the 2008 presidential campaign.  
 
7. Perspective 
The Internet has beyond doubt had an impact on the outcome of the election. 
Barack Obama is now trying to capitalize on the massive base of supporters he has 
acquired through the Internet. According to Raseij (2008), founder of the website 
Techpresident.com, in an article for CNN, Obama has now ―his own special interest, 
he has a group of people he can go to and ask them to participate in helping him pass 
his legislative agenda‖. For a little under half of the age group 18-29 year old, the 
Internet has been the primary source of information during the campaign. 
Within 24 hours of his election, he created the website www.change.gov., which 
is going to be the official website for his presidency.  Here people can give their 
vision on how they want Barack Obama to conduct his presidency. The page is 
lacking content now, but Obama will probably continue in the style that he has done 
previously, seen on his official website www.barackobama.com. There Obama 
provided news concerning his candidacy to the addressee before informing the press, 
as when he elected Joe Biden as his vice president candidate. This gave the 
impression of inclusion in the process for the voters. On the new website, there is a 
link saying ―It‘s your America, submit your ideas‖, which again is a encouragement 
to be active and participate in the electoral process. The Internet, in this perspective, 
can be said to be helpful for the democracy. This might be a new more ―modern‖ way 
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of conducting presidency in the 21
st
 century, with a higher degree of transparency. 
Whether this is the case, or an illusion created, will only be evident during the future 
presidency of Barack Obama. 
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Appendix 4 - Descriptions of the websites 
John McCain’s homepage 
When entering www.johnmccain.com the first page is an intro-site with a short 
appetiser of the main site, and a link to the main-page beneath the media player.   
The main colour is dark blue; a colour that both candidates have chosen for their 
webpage. A symbol dictionary describes blue as: ―sincerity, piety, intuition, truth, 
eternity and devotion‖ (Olderr, 1985). The terms sincerity, truth and devotion work in 
favour of the addresser of the website.  
In the background of the items placed centrally on the page confetti is being 
fired upwards. The colour of it is red, white and blue and it is formed in stars and 
lines, which induces associations with the American flag; Stars and Stripes. 
On the top-left the McCain-Palin logo is sited and to the right their slogan: 
―Country first‖. Beneath the text four boxes are centred with different messages. The 
four choices links the viewer to each topic. On the media player a video message 
from Sarah Palin is played on entering the site.  
Entering the mainpage: by the first glimpse the layout seems structured with 
lines and divisions making a number of boxes, promoting the campaign. The colour 
blue is maintained, though a bit lighter on the mainpage than on the intro-site.  
On the top of the website to the left a picture of McCain and Palin is placed, 
where her position is a bit behind his. The focus is on McCain as he is the main 
candidate, where as she composes a minor part by running for vice-president. 
McCain is wearing a dark jacket with a white shirt and a violet tie. Palin is wearing a 
red jacket. Red symbolises femininity, love, virility, courage and charity (Olderr, 
1985). The background is a blurry grey, depicting a crowd of people waving flags 
and balloons. The flag symbolises nationalism, victory and self-assertion (Olderr, 
1985). 
Further left their names are written, McCain on top, separated from Palin with a 
golden line centred with a blue-white star. The blue/white star stands for immortality, 
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guidance, and hope (Olderr, 1985).The star reoccurs several times in different places 
on the website as the main logo and can be associated with the stars in the American 
flag or with the rank in the military, where McCain has had a long career. 
To the right side of the top, McCain‘s slogan is repeated and clarified: ―Country 
first: Reform, Prosperity and Peace‖. The slogan is enlightened by a light coming 
from underneath, which seems as though it is about to rise above the words. The 
webpage is also available in a Spanish edition. 
Beneath the presentation there is a menu-bar linking to different subjects: 
―Home‖, ―About‖, ―Issues‖, ―News and Media‖, ―Events‖, ―Blog‖, ―Coalitions‖, 
―Action‖, ―Store‖ and ―Contribute‖. These menu optio become more familiar with 
McCain along with the campaign. The first seven are written in white, and the last 
three are orange. Through these three subjects it is possible to contribute to the 
campaign either through ―Donation‖ or by becoming an activist.  
Next there is a big menu-bar in a grey colour with options of selecting the 
preferable webpage edition. The three options are ‖Supporter‖, ―Undecided‖ or 
―Unregistered‖; as the webpage differs in content depending on which edition 
chosen. It is possible to skip this level, and visit the webpage without choosing 
edition. 
In the centre of the page there is a big media player with different video-ads of 
debates and a link to Palin‘s website; a short text saying ―Governor Palin proved 
beyond any doubt that she is ready to lead as a vice president of the United States‖.  
On the screensaver of the media-player there is a motif with stars as though they 
are being shot forward towards the observer. The writing ―2008 debate central‖ is 
written with white on red. This is a clear reference to the American flag. The stars are 
used as a symbol that refers to something recognisable and is familiar with 
Americans.  
Left of the media-player there is a three dimensioned block with different 
commercials advertising for McCain-Palin. The commercial ads rotate automatically 
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every 5-10 seconds, with different slogans, videos and offers to join the McCain 
team. One commercial depicts a mobile placed in a hand, along with the writing 
―help make history in 20 min‖ on the side. There is also the option of finding hosts 
and events in one‘s local area and donate money. 
To the right of the media-player there is a block with ways of joining the 
McCain team. The advertisements are the exact same type as to the left only the 
layout differs. Amongst other one where it is possible to recruit 5 friends for the 
McCain team. The symbol of this commercial are green men; MSN Messenger 
metonymes. The green colour symbolises life, growth, rebirth, immortality, youth and 
hope (Olderr, 1985). 
On the bottom of the page there is an overview of the latest news, upcoming 
events and photos of the week. The events and news are clickable and it is possible to 
watch videos. To the right of the overview further knowledge about ―Coalition‖, 
―State‖ or ―Issue‖ of own choice are available through a quick search. This 
personalises the campaign to the viewer, saying ―McCain and You‖, furthermore 
there is a link to connect McCain and minority groups under ―Coalition‖. 
The homepage ends sudden and seems surprisingly compact. The website is 
filled with information through links, so not all is represented on the front page as on 
Obama‘s website.  
The bottom note says ―Paid for by McCain-Palin 2008‖, (unfortunately not 
captured in the final screen cap). This note is also seen in the end of commercials, 
video clips etc. 
 
Appendix 5 - Barack Obama’s homepage 
When entering www.barackobama.com a pre-homepage, with a black-and-white 
Obama family picture and the option to sign up as supporter is available. Around the 
family there is a white glow, stretching outward onto the blue background. Everyone 
in the picture seems to be happy and enjoying themselves. The children are 
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embracing their father. The word ―Change‖ in large blue capital letters appears above 
the family. The colour blue represents the U.S Democratic Party Obama is running 
for. The Obama logo is situated on top of the page; consisting of red, white and blue 
colours. The logo; a white sun rising over a landscape of white and red stripes and a 
blue sky as backdrop. Under the logo the names Obama/Biden appear in blue letters. 
Further down on the site, they use abbreviations as B.O. Furthermore it presents us 
with the main slogan of the campaign.  
Under the picture the phrase ―JOIN the MOVEMENT‖ in white capital letters with 
―the‖ in italic letters, are placed on a blue box. Join and movement are in capital 
letters.   
At the bottom of the page a blue link saying ―Skip signup – Go to the website‖. 
Leading directly to Obama‘s official website.  
Blue is still the background colour. The colour seems to fade out in the middle with 
various colours of blue. In the upper left corner an official appearing Obama looks 
upward with a big smile on his face in a shoulder-up picture. Next to Obama, a bit 
behind him is the vice-president candidate, Biden standing. Both of them are wearing 
dark jackets with white shirts and U.N. blue ties. They are standing in front of a 
wallpaper with the word ―CHANGE‖ and stars. Left of Obama another logo is 
visible. To the right of Biden a quotation in white is revealed saying: ―I‘m asking you 
to believe‖, the rest of the quotation follows in a smaller size, in light blue. ―GET 
INVOLVED NOW‖ in bluebird is hard to spot in the upper right corner and the 
contour of America with a waving flag. Underneath a link encourages one to visit the 
local state-webpage. A Spanish edition of the homepage is available in the top right 
corner: ―En Español‖.  
Under the Obama/Biden logo a white menu-bar with different links appears; to 
e.g. meet Obama and family, learn more about his policies and see supporters from 
all over the world etc.. The tool bar ends with a red link: ―donate now‖ which is 
catching the eye. Under the white bar there is a moving screen that changes every few 
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seconds. The screen shows themes such as speeches, host a debate, and get involved 
in the community. To the right of that there are links to register to vote with the title 
―FIVE THINGS YOU CAN DO‖ e.g. ―VOTE for CHANGE‖ in a blue box of light. 
Underneath, four smaller boxes with means to get active e.g. ―KNOCK on DOORS‖, 
―MAKE CALLS‖, ―VOLUNTEERS‖ and ―LOGIN to ―My.BO‖. All the links have 
matching icons e.g. the ―make calls‖ link has an icon of a telephone with the Obama 
logo on. Under the moving screen a blue menu bar post four links ―BARACK and the 
ECONOMY‖, ‖A STRONG FOREIGN POLICY‖, ‖ ‖CAN‘T EXPLAIN‖ and, 
‖NEIGHBOR to NEIGHBOR‖.   
 Below the blue menu bar the middle of the page turns white and reveals ―the 
Obama Blog‖. Left of the title the logo with ―Obama‖ is showed in bold peacock blue 
and ―Blog‖ in aqua blue and normal letters. To the right of the Obama Blog the 
function ―Barack TV‖ enables the user to browse and view features from supporters 
from all over the world, speeches and debates.  
To the right underneath ―Barack TV‖ one can purchase a car magnet to show 
publicly. A request to donate money is displayed in a white square underneath. A 
white square picturing a voting box and the phrase ―Register to vote‖ is seen below. 
There are a total of 9 boxes of links in a vertical line. 
Left of the first two white links one can pursue with the Obama News and keep 
track of campaign news. Followed by a small picture of Barack Obama, standing in 
front of the American flag with a microphone, giving a speech. The headline 
―OBAMA‖ is in majuscule, bold and in peacock blue, ―News‖ is in aqua blue and 
narrow letters with the logo to the left.   
―Obama Events‖ are constantly updated. The U.S in lighter blue through a 
magnifying glass. Below the ―Obama Map‖ to the left side the shape of America with 
each state identified. To the right a list of states is showed.  
Ending the right side of the page is the online Obama Store showed by icons of t-
shirts, bomber stickers, the Obama logo button etc.  
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On the right side the white square links continues suggesting: ―MAKE A 
DIFFERENCE‖, in box number four. There are four different themes in the box all 
appealing to get more involved by referring via metonyms. The link below shows a 
picture of Hillary Clinton in a blue suit, looking forward up, smiling. All the pictures 
of Obama, Biden and Clinton show them smiling and looking forward upwards. The 
link welcomes Clinton‘s supporters, and invite to join Barack Obama. Under Clinton 
is yet another white box/link, ―Fight the Smears‖, pictured by an eagle with the 
Obama logo on its chest. Underneath the eagle a transparent text asks for help to stop 
the slander and royal blue link: ―Spread the Truth‖. Box number seven is requesting 
local groups to get people involved. A small blue icon of a lectern with the logo and a 
blue person standing on the lectern and a link to the Obama website. The text is grey 
and presents ideas of how to get people involved. The next link is ―Action Center‖ 
with the sub-text in grey ―Take action today‖ where signing up to help during the 
campaign is possible. There are two small icons of a computer and a megaphone, 
again the logo is exposed on the screen of the computer.  
The last box is a link to ―Obama Mobile", where one can text ―HOPE‖ to a number 
and get Barack Obama ringtones.  
―OBAMA EVERYWHERE‖ Is the headline of the last item on the page; 
referring to all the online options available such as Facebook.com and MySpace.com, 
the Web 2.0.                      
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Appendix 7 
  
 
Summary 
Danish 
Igennem det meste af 2008 har verdens opmærksomhed været rettet mod det 
amerikanske præsidentvalg. Fokus har specielt været på Obamas såkaldte Internet 
revolution. Det har været udgangspunktet for dette projekt. Hovedmålet for rapporten 
har været et komparativt studie af de to kandidaters brug af deres officielle 
hjemmesider: www.johnmccain.com og www.barackobama.com. Projektet er bygget 
over selv-promovering-, mobiliserings- og støttebidragsydelsesteorier, derudover vil 
vi gå ind i de interaktive og visuelle effekter på hjemmesiden. Vi har dækket 
dimensionen Tekst og Tegn.  
Gennem vores arbejde, er det blevet os klart at begge kandidater har formået at bruge 
hjemmesiderne godt til at underbygge deres image. Det lader dog til at Obama har 
været overlegen i henhold til mobilisering af vælgere og udviklingen af støttebidrag 
på Internettet.     
 
Dean's director of grassroots fundraising, Larry Biddle, came 
up with the idea of the popular fundraising "bat", an image of 
a cartoon baseball player and bat which appeared on the site 
every time the campaign launched a fundraising challenge. 
The bat encouraged Web site visitors to contribute money 
immediately through their credit cards. This would lead to 
the bat filling up like a thermometer with the red colour 
indicating the total funds (wired.com 2005).   
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English 
Through most of 2008 the U.S. presidential election has captivated the attention 
of the world. There has especially been a focus on Obama‘s so-called internet 
revolution. This has been the point of departure of this project. The main aim of the 
project was a comparative investigation of the use of the two official candidate 
webpage‘s: www.johnmccain.com and www.barackobama.com. The project is built 
on the theories within self-promotion, mobilization- and fundraising as well as the 
interactive and visual effects on the webpage. We have coved the dimension of Text 
and Sign. 
Through our work it has become evident that both have used the webpages well to 
promote their image. However, it seems that Obama has been superior when it comes 
to mobilising voters and evolving fundraising.  
 
 
